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SBICCA 


SINGLE SOLE 
CONSTRUCTION 


A NEW CONSTRUCTION 


CRISPER STYLING 
FASTER SERVICE 


well worth looking into! 


AVALGN NATALIE 


B 2170—WHITE Glazed Yardley B 2361—BLUE GRENELE 
Blue Calf 


B 2175—BLUE Glazed Yardl ° Trim 
B 2176—BROWN Glazed Yardley Cinderella Shoes, made by 1681 last 16/8 leather hee} 
1681 last 16/8 leather heel A : B 2360—WHITE GRENELE 


construction, set a new stand-’ a a 
ard for shapeliness, super- 
flexibility, airy lightness, and 
value in the popular price 
field. These are the qualities 
which make shoes sell. There 
is a Cinderella style for every 
occasion — timely, beautiful, 


salable. 


Our new catalog, just off the 
press, explains and illustrates 
in detail the new Sbicca con- 


NANETTE a el NADINE 
8 2160—BLUE KID struction. Write today for B 2146—BLACK KID 


Clipper Blue Patent Trim Genuine Black Calc. Trim 
rlay B 2147—BROWN KID 


1985 est Me tov8 Cost, heel a copy and complete infor- Genuine room Cale. Trim 


B 2159—BROWN KID e ° 
Silk Kid Trim mation on the Cinderella 


Biel BLACK KID ; ero 
Price $3.15 franchise. Price $3.15 


SEVENTY STYLES IN STOCK—AAAA to C—I to 9 


CINDERELLA 
SHOE CO. 


Division of Dyer & Hall, Inc. 


AUBURN 
MAINE 
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(co Decision Comments :— 


“The Constitution follows the 
Fiag and the Supreme Court fol- 
lows the election returns.” 

—Dooley. 
A good thing to remember 

And a better thing to do 
Is work with the construction gang 

And not with the wrecking crew. 


*% *% * 


&S> 


9 aragge HILL, JR., president of 
the National Shoe Retailers As- 
sociation in Canada, said in con- 
vention: 

“A serious problem which has 
occupied the National Shoe Re- 
tailers’ Association of Canada is 
the merchandising of rubber foot- 
wear. In Canada outlets are clas- 
sified in groups under discount 
rates from 14 per cent grading 
down to nothing. This makes it 
possible for the largest buyers, 
such as department stores, to sell 
rubbers at list prices, underselling 
the small retailer. At the present 
we are undertaking to try and per- 








suade our government to correct 
this situation, suggesting the elim- 
ination of class discounts, the main- 
tenance of a fair resale price, and 
a discount on volume up to, and 
not exceeding, 5 per cent for any 
one account. We feel confident 
of some measure of success on this 


matter in the near future.” 
* * * 


ILLIAM R. PARROTT of the 

Shoe Fashion Guild of Amer- 
ica, Inc., says that the Easter fash- 
ion parade this year will produce 
nationally a greater pride of pos- 
session because: “We all know 
that when a merchant purchases a 
line of shoes the designs of the 
shoes play a vital part in the selec- 
tion of the merchandise. This is 
not only true of shoes, it is also 
the dominant factor in determining 
the selection and sale of all mer- 
chandise in which style plays a 


“In securing design protection 
the merchant realizes that he will 
have a better chance of showing a 
profit. He can promote new and 
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beautiful designs enthusiastically 
and repeatedly, making them suc- 
cessful sellers without fear that 
copyists will wreck the continued 
sale of the merchandise and force 
him to take markdowns in order to 
meet this cut-throat competition. 
He also renders a real service to his 
customers, who are vitally inter- 
ested in the continued protection of 
the styles which they purchase from 


Te way to make money in the 
shoe business, according to G. 
A. Peck, manager of the Brandson 
Shop of Brandeis Stores, Omaha, 
Neb., is to sell new shoes seven 
months of the year instead of pro- 
moting sale merchandise seven 
months. 

“The average shoe merchant,” he 
says, “sells sale merchandise seven 
months. Everyone knows that is 
a loss method. Sale merchandise 
must be sold below cost or with 
so little profit that the other five 
months of the year cannot pull it 
out. Most merchants present sale 



















merchandise January and Febru- 
ary, May, July and August, Oc- 
tober and December. What is left? 
Only five months in which to make 
money. 

“This is all wrong. I have my 
clearance sales, of course, but I 
do not believe in devoting the ma- 
jor part of my year to such sales. 
I present the new things first and 
then keep right on selling new 
things. Sales are incidental with 
me.” 

Mr. Peck at present is showing 
Spring merchandise and is selling 
it despite the Winter temperature. 
He has 9000 pairs of spring shoes 
on his shelves ready to sell. Re- 
cently he promoted a very success- 
ful feature of 375 nurses’ white ox- 
fords. The entire supply was sold 
in one day and his only cost 
amounted to $18—$9 a piece for 
two newspaper advertisements. 


* * * 


MEN buying the better grade of 
shoes are fast getting away 
from Saturday trading, reports 
John L. Ashe of Fort Worth. On 
the other hand, he finds a decided 
increase in business along the first 
few days of the week. The Satur- 
day “bulge in buying” is changing 
to a better distribution of customers 
through the week. 


* * * 


a W. REYBURN, presi- 
dent of the Associated Dry 
Goods Corporation, speaking be- 
fore the convention of the Interstate 
Merchants’ Council said: 


_' 





“Fortunately, we now seem to 
have reached a time when the mass 
mood is changing from a feeling of 
pessimism and helplessness. The 
new mood is not the unfounded 
optimism which existed just before 
the beginning of the depression. It 
is not the futile wish we held in 
1930 for a lucky turn of events to 


restore better. times. It is not 
a belief that the Government 
will lift all troubles from our 


shoulders. 


It is a more healthy 








EASTER 





_—— 


2a 


—The lateness of Easter this year may be 
of economic value when we consider 
the year as a whole. 

—An early Easter would undoubtedly have 
meant a longer mid-year let-down. 

—A late Easter should carry the Spring 
rise through to early Summer, thus 
lessening the breach between the Spring 
rise and the bigger Fall rise which is 
generally anticipated. 

—Consumer purchasing power is con- 
siderably improved over a year ago. 

—Factory payrolls are showing a rise, and 
will probably go still further. 

—Thus there is every reason to anticipate 
a good Spring business. 

—I still maintain that 1935 will be a better 
business year than 1934, 

—And with profits for those who are wise 
— to adjust themselves to the new 
trend. 


> es Oil. 


President. 





state of mind and feeling than any 
of these: courage, self-reliance, and 
confidence are reviving. On every 
hand we see evidence of a return to 
the good old American belief that 
as individuals we can take care of 
ourselves, assist our neighbors, and 
give intelligent aid to our Gov- 
ernment. 

“Consumers are showing a 
greater willingness to buy, which is 
consumption’s way of commanding 
production and distribution to in- 
crease employment. The old cycle 
is ended, and the new has begun.” 


* * 


HE Retailers’ National Council, 

composed of twelve national re- 
tail trade associations directly rep- 
resenting over 200,000 retail stores 
located in every State in the Union, 
with an annual volume of business 
in excess of ten billion dollars, op- 
poses the Black Thirty-Hour Bill 
because: 

“(1) The general adoption of a 
30-hour work week would, if pres- 
ent wage rates are continued, have 
the effect of increasing costs of 
goods by at least 25 per cent. So 


* 
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far as the retail trade is concerned, 
there are no existent or prospective 
profits by which any part of these 
increased costs can be absorbed. 
These increased costs must, there- 
fore, be added to the price of goods 
sold to consumers and these in- 
creases will fall most heavily upon 
the workers and farmers of the 
country in their purchases of neces- 
sities.” 

ENRY WILSON, “The Natick 

Cobbler,” was born at Farm- 
ington, N. H., Feb. 16, 1812, 
walked to Natick with his worldly 
goods in a bundle on a stick over 
his shoulder, so as to get a chance 
to learn to make shoes by hand, 
and from that humble start he rose 
to be a leading manufacturer and 
vice-president of the United States, 
the highest office ever held by a 
representative of the trade. His 
name is enrolled in The Hall of 
Fame at Washington. 

When a journeyman, he at- 
tempted to make 100 pairs of shoes, 
ordinarily a week’s work, without 
stopping to sleep, and he fell asleep 
with the 99th pair of shoes in his 
hand. 


* * * 


RS. SMITH in Morristown, N. 

J., called the president of one 

of the New York department 
stores, whom we will call Mr. 
Blank, at four in the morning. The 
butler rolled out of bed and an- 
swered the phone, and after a bar- 
rage of arguments on Mrs. Smith’s 


















part, awakened the “mahster.” Mrs. 
Smith began to rave about a new 
hat she had bought the day before, 
the duckiest little hat she had ever 
had—made her look much younger 
than it seemed to have done in the 
store, etc., etc., in a perfect blaze 
of enthusiasm. 

Finally the irate Mr. Blank found 
a pause at which he was able to 
ask with proper forbearance, “But 
why, Mrs. Smith, are you calling 
me at this particular time, four 













BOOT 


o’clock in the morning, to tell me 
about it?” 

To which the sweet rejoinder was: 
“Well, you see, Mr. Blank, two 
men with one of your big trucks 
left it for me not ten minutes be- 
fore I called you.” 

From Family Circle. 


* * * 


F. OSWELL of Fortnum & 

- Mason (England), is Chair- 
man of the Hon. Advisory Com- 
mittee of the Footwear Styles Ex- 
hibition, to be held in London, Oc- 
tober 7 to 11, 1935. 

The holding of a separate foot- 
wear fashion exhibit of only Brit- 
ish shoes of high quality is an in- 
novation. The custom has been in 
the past to hold the annual exposi- 
tion of all the products of industry 
under one roof. This separate 
show, the exhibition organizers say, 
is an attempt to put “under one 
roof in an appropriate setting a 
representative collection of what is 
best in British fashion, shoe design 
and craftsmanship. It has been 
felt by a growifg number of manu- 


facturers of shoes, especially in the 
higher grades, that such products 
could only be shown with full ad- 
vantage at an exhibition confined 
to shoes of that character.” 


* * * 


EORGE F. JOHNSON, chair- 

man of the board; George W. 
Johnson, president and Charles F. 
Johnson, Jr., vice-president of En- 
dicott Johnson Corporation, wired 
Senators Copeland and Wagner 
asking them to oppose the Black 
30-hour week bill on the ground 
that it would injure the company, 
its 19,000 employees and the com- 
munity of 125,000 inhabitants. 
They said: 

“The bill would curtail produc- 
tion 25 per cent. It would cause 
us the loss of a substantial volume 
of business. It would add no work- 
ers to our payroll, as we have been 
operating all our plants at prac- 
tically full production basis during 
the past two years. It would im- 
mediately increase our costs 10 mil- 
lion dollars annually, or an aver- 
age of 40 cents on a pair of shoes, 
to maintain our present wages, 
which are double the minimum 
wages specified in the shoe code, 
and to absorb all other costs this 
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increased cost created would have 
to be paid by either customers or 


workers.” 
* * * 


RANK P. MEYERS was nomi- 

nated as one of two candidates 
for mayor of Danville, IIl., on 
Feb. 12. He received about 40 per 
cent of all votes cast for mayor in 
a field of five strong candidates. 
The next man to him received only 
about one-half as many votes as 
did Meyer. 

Wise prognosticators of things 
political predict that Meyer will be 
elected on April 2 by the largest 
majority ever received by any can- 
didate who has ever sought office 
in Danville, Ill. 

Frank P. Meyers earned his large 
vote. For 25 years he has headed 
every movement for his city’s im- 
provement. He has been especially 
active during the last year. He has 
spoken long, loudly and impres- 
sively in every campaign of any 
organization which tried to put 
across something for the good of 
Danville. 

They who know in Danville will 
tell you that he has worked all day 
and part of each night—at least 18 
hours out of every 24—and every 
day for the last year to make and 





bring “Bigger, Better Business 
Daily to Danville.” The quotation 
marks hold Meyer’s campaign 


slogan. 
* * * 


“Te saving grace of the inde- 
pendent shoemen is the ability 
to sell themselves on one little 
thing—service.” So says Day M. 
Fezler of Oklahoma City. And to 
quote him: 

“It is a terrific job to make the 
public believe that a $2.95 shoe 
is just a $2.95 shoe and not a $6.00 
proposition as some of the space- 
buying shoe distributors would 
have them think. Some of these 
chains are doing more to wreck 
shoe selling by making false claims 
than any other factor I know. 


“One of the best ways for an 
independent to build up a business 
is to make a reputation for him- 
self of carrying the hard sizes like 
13 AAA for men, and the like. The 
person who wears such a size is the 
best advertisement a store can have 
because everyone wants to know 
where they buy their shoes. It fol- 
lows that for every hard size cus- 
tomer, a store will pick up lots of 
regular sized trade through this 
personal advertising.” 
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_ Shoe Fashions Featured 


A MOST outstanding piece of shoe promotion was staged in Dallas 
during the Southwest Auto Show, February 9-12, at which event Volk 
Bros. staged a complete Fashion Show. 
This four-day motor show was held at Fair Park in an immense 
auditorium. Two hundred car models, representing twenty-three makes, 
were shown. What drew the crowd, however, was the Volk Show. 
From 7:30 until 10 o’clock each night thirteen models paraded 
across a stage designed to represent a garden setting. After every 
modeling they entered in twos and were driven off in new model 
cars. The cars were selected to match the costumes. In this manner, 
the coordination between style and beauty in women’s clothes, and 
style and beauty in motor cars was clearly and smartly presented. 
The honor of presenting this show was awarded to Volk’s without 
solicitation on the part of the store. As Harold Volk explained, “We 
cover such a large field that we can show plenty of shoes.” 
One paragraph in the store’s opening advertisement amplified that 
statement considerably. “There is a very definite reason for Volk’s 
having been chosen to dramatize for you, Spring’s exciting fashion 


story. Just as studied harmony is the theme of beautiful cars, so 


‘ [TURN TO PAGE 44, PLEASE] 
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VOLK BROS. 


Stage Unusual Promotion 
in Dallas with Fashion Parade = 
of Models Wearing the Newest O lL bc 
Spring Costumes and Footwear 
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Government to Get Its Major Slice of 
Every Business Dollar, Unless . . . ! 


The hope remains that everyone engaged in 
producing revenue or profit, from the manufac- 


turer to the retailer, will see the futility of 
arguing taxes, of blaming the Government, of 
fighting for a better distribution of Government 
charges. Both, the Government as well as the 
taxes, are innocent in the matter. Behind both 
there stands the terrific pressure of the jobless, 
of the starving and the desperate and helpless. 
There are only two ways out: either more Gov- 
ernment control, or more business responsibility 
to reduce unemployment of its own free will and 
thereby remove, at least in part, the underlying 
cause of it all. Strike out, today, relief expendi- 
tures—and you have a balanced federal budget; 
you have substantially reduced taxes; you have a 
lot less codes and supervision and interference 
with the course of business. But let things just 
drift, and you will have more of unpleasant sur- 
prises than you ever dreamt of. 


Wuite we are paying taxes right and left, to the city, 
to the state, to the Federal Government, it is perhaps 
not amiss to ask a few questions: Is this going to help 
recovery? or is it just a bottomless pit which swallows 
tax money like a drought-ridden country would drink 
in a few drops of rain? Is it merely a fancy of the 
Government caused by mal-administration and overlap- 
ping charges, or is there a deeper economic significance 
behind it all? At any rate, one likes to know and one 
has a right to know. What, then, about taxes? 

It’s a cinch that we are paying taxes for the privilege 
to be governed and to be provided with those things 
which the individual as much as the community likes 
to have, from street lights to the Boulder Dam and 
back again to letter boxes and steam shovels. These 
are, mind you, improvements; and they should come 
out of profits, just as in any well-ordered merchandis- 
ing organization. They do come out of profits, as a 
rule. When prosperity keeps smiling, we pay taxes 
out of profits; the income tax, individual as corporate, 
is the backbone of Government finance in good times. 
But when depression lowers its clouds, income is a 
poor source to rely upon. It drops and keeps on drop- 
ping at a time when Government expenditures are 


EVERYMAN'S PROBLEM-— 
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steadily and inexorably going up. So the Government 
goes into debt, which is not the whole story. The Gov- 
ernment, Federal, state and local, also steps up taxes. 
It may tax income to the limit but the higher the tax, 
the smaller the income in the long run. So the Gov- 
ernment has to make the all-important decision (since 
the yield of this tremendous business apparatus is in- 
sufficient to tax the business apparatus itself. And 
here is the deeper economic significance of our 
present tax program: The necessity to tax the tools 
of business, be that raw materials, finished prod- 
ucts, capital, motive power, payments, wages, 
sales, and what not. And this is bad. For it is 
apt to kill business and business activity. 

This is the picture; the cold facts are worse: the 
crux of the problem is the Government, of course. The 
new budget for 1935-36 presented to Congress by 
President Roosevelt, estimates a deficit of $4,528,000,- 
000 which compares with an anticipated deficit in the 
current year of $4,869,000,000. In contrast, be it re- 
membered that during the early years of the depression 
the annual increase in the public debt was about $1,- 
400,000,000. Later on, it rose to $4,000,000,000 a 
year. It is estimated by our experts in and outside of 
the Government that the borrowing capacity of the 
Federal Government is somwhere in the neighborhood 
of $50,000,000,000, which maximum, at the present rate 
of spending, would be reached in four or five years. 
To be sure, all the earnings of the people in recent 
years have been below this figure. Federal, state and 
city government combined cost about $17,000,000,000 
a year, or between 35 and 40 cents of each dollar 
earned by the people. 

As is well known, the tremendous increase in 
Government expenditures is principally due to 
the cost of relief in one form or another; in fact, 
the latter category accounts for more than half 
of total Government outlay. There are more than 
10,000,000 people without jobs, there are dependent 
mothers, helpless infants, hungry children and, of 
course, the aged people. They want and they have to 
be cared for, irrespective of economic consequences. 

The Government is facing this responsibility as long 
as no one else steps forward. The Government has 
to find the revenue. The drop in Federal income tax 
collections was, so to speak, counterbalanced in the 
miscellaneous internal revenue category. In 1930, the 
income tax accounted for no less than 66.5 per cent of 
total Federal collections; four years later, it had 
dropped to 27.7 per cent. Over the same period, mis- 
cellaneous internal revenue which includes, of course, 
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per cent; customs accounted for the balance; they also 
fell from 16.2 per cent in 1930 to 10.6 per cent in the 
fiscal year of 1934. 

In these figures there is a decided shift of taxation 
away from income (probably income would not stand 
much more taxation) toward the means of business in 
its thousand-and-one ramifications (probably business 
itself can endure a lot more taxation). So much for 
Federal taxes. The picture is essentially the same when 
it comes to state taxation with this difference, that prop- 
erty taxes play the part which income taxes play, or 
used to play in the Federal program. Unfortunately, 
figureS are not yet available for the latest fiscal year, 
that is, 1934. We can only compare 1922 with 1932, 
and over this period general property taxes dropped 
from 40.6 per cent of total state tax collections to 19.7 
per cent, whereas “licenses and permits,” including 
most business taxes as well as the most productive tax 
on motor vehicle transportation, jumped from 35.6 per 
cent to 59.7 per cent. It is the same story all over 
again: Income and surplus cannot any longer 
carry the burden of Government; we are paying 
Government expenses more or less out of capital, 
the lifeblood of business and the backbone of 
business activity. 

Back in 1932 Federal taxes were about 23 per cent, 
state taxes 20 per cent, and local taxes 57 per cent of 
total collections. This distribution, undoubtedly, has 
already changed and very likely will keep on changing, 
leaning heavily toward Federal taxes, since neither 
state nor local governments are in any position to as- 
sume a substantial part of local or state unemployment 
relief expenditures. It will be up to the Federal Gov- 
ernment. As it is, most of the states have already 
relegated the greater part of their unemployment-relief 
burden to the big brother in Washington. Only nine 
states are paying more than 50 per cent of their relief 
obligations, and between January, 1933, and June, 1934, 
eight states met less than 5 per cent of their share, 13 
states less than 10 per cent, and 16 states less than 
15 per cent. We shall probably see the day—and it 
does not look as if it were very far off—when Federal 
tax collections will amount to 50 per cent of all collec- 
tions. This is equivalent to saying that Federal taxes 
are the ones where the greatest increase—and quite nat- 
urally—the greatest amount of pressure may be ex- 
pected. 

[TURN TO PAGE 44, PLEASE] 


SUPER-TAXATION 


all the business taxes, on either production, consump- 
tion or distribution, rose from 17.3 per cent to 49.7- 







By 
GERHARD HIRSCHFELD 


The extent to which unemployment relief has been 
financed from state and from federal sources is 
shown in the accompanying chart. This comparison 
includes the total obligations incurred for unemploy- 
ment relief from January, 1933, to June, 1934. The 
order of arrangement of the states is by per capita 
income in 1933, as estimated by The Brookmire Eco- 
nomic Service, Inc. Per capita income may be taken 
as a rough measure of a state's capacity to carry its 


own burdens. 





FEDERAL AND STATE CONTRIBUTIONS 
TO UNEMPLOYMENT RELIEF 


UNEMPLOYMENT RELIEF 
THE STATES’ CONTRIBUTION COMPARED WITH PER CAPITA INCOME 
PER CAPITA PER CENT OF UNEMPLOYMENT RELIEF FUNDS 
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DESPITE DROUGHT AND 


By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 


THE experience of Little Rock shoe merchants in the 
past few years demonstrates in a striking and signifi- 
cant way the underlying stability of the shoe business. 

On my last visit to Little Rock, the report made 


credited the city with being one of the best shoe towns * 
in the United States as far as volume and the number ™ 


of quality shoes sold were concerned. Six years ago 
the twenty-one shoe outlets did over a $2,000,000 retail 
shoe business. Now I find eleven places that were sell- 
ing shoes in 1929 out of business—which isn’t espe- 
cially surprising in view of what has happened since 
then. Twelve more have come to take their places. 

Shoe men who know local conditions pretty well esti- 
mate that the 1934 retail shoe business was close to a 
million and a quarter dollars, as far as downtown Little 
Rock is concerned. That, by the way, is considerably 
better than the national average. It means a per capita 
shoe sale of around $12.50, or nearly twice what it is 
in the rest of the country. 

A check shows that of the present twenty-two places 
where one may buy shoes, thirteen are of the chain 
variety. It is a fact, though, that the important retail 
shoe business of the city is done by three popular- 
priced department stores, the two better-grade depart- 
ment stores on Main Street and two home-owned shoe 
stores. 

To speak right out in meeting, the Kempners and 
Ralph Levy’s Guarantee Shoe Store, plus the Blass and 
Pfiefer department stores, dominate the retail shoe field. 
These four will by far outsell and out-influence the 
chains. The three popular-priced department stores 
sell a world of goods in their field. All do business on 
a high plane. And that, to my way of thinking, is the 
answer to the volume of shoes sold in Little Rock, and 
is the contributing factor to the dominance of the retail 
shoe business by the independent stores. 

Since the last visit here, this section has had drought, 
flood, severe bank failures and more drought. In spite 
of all these calamities, the retail shoe business has held 
up remarkably well. Considering the hell they have 
been through and taking into consideration that nearly 
half the state is on relief rolls, it is somewhat mystify- 
ing where all the business comes from. Store men made 
tremendous personal sacrifices in order to keep things 
going. Great credit is due them, I say. 

When I visited the Kempners, Melville Kempner 


pointed out to me that the better class of merchandise * 


is now coming back into its own. The independent shoe 
merchant is now beginning to see daylight as far as 
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HIGH WATER, THEY'RE 
STILL SELLING SHOES 


Experience of Arkansas 
Shoe Men Stands Out as 
a Significant Sign Post 
Pointing to Progress. 


store operations are concerned. 
Then he went on to say how the 
independents are making a little 
money now, even though the vol- 
ume is off considerably from the 
peak. 

The men’s business especially is 
very satisfactory with the Kemp- 
ners. Five-dollar shoes have been 
the means of keeping the men’s 
shoe business alive during the past 
few years, but now there is a dis- 
tinct tendency to work up to $8.75 
and better shoes. 

“Even in a town like Little Rock, 
where we do not have the glamour- 
ous night life of some cities, we 
find that retail shoe selling has un- 
dergone a great change,” continued 
Mr. Kempner. “Customers are no 
longer buying just a shoe, they are 
buying a ‘type.’ True, a type has 
to cover a wider range of consumer 
shoe-wearing activities here in Lit- 
tle Rock than in some other sections 
where the women are more style- 
minded. It is a fact that down here 
in the cotton country, women are 
buying footwear much more intelli- 
gently than they formerly did. This 
means that our sales force must be 
better equipped with accurate style 
knowledge.” 

I continued this topic with James 
Kempner, who is on the floor most 
of the time. He agreed that retail 
shoe selling has undergone quite a 
change. “The trade relies on the 
shoe man to fit them comfortably,” 





he went on to say. “They also rely 
on the shoe man to give them the 
right type of shoes. We therefore 
think the salesman’s biggest job is 
to tell the customers what they need. 

“Salesmen start off by asking 
two questions. First a direct one 
relating to the type of shoe the cus- 
tomer has in mind. The second asks 
information relative to the type of 
costume the shoe is to complement. 
The idea behind asking these two 
questions is to discover if the shoe 
the customer has in mind is the 
right one to wear with her selected 
outfit. While this way of selling is 
vastly more intricate than selling a 
pair of black pumps for all occa- 
sions, it has its rewards. 

“Arkansas is an alleged dry 
state, so there are no open cocktail 
bars, neither do women go to 
speakies. The dress-up urge is not 
here, yet a good job is being done 
in the women’s shoe business, due 
to educating women to wear shoes 
for the costume. A few years ago, 
if we had a 20 per cent low heel 
stock, it would have been too much. 
Now, with women taking to sports- 
wear clothes and also the demand 
for feature type walking shoes, low 
heel shoes will run to 60 per cent 
of the total.” 

People are looking for some- 
thing more than just values. While 
they want value, they are now de- 
manding service and are apparently 
[TURN TO PAGE 46, PLEASE] 


STEPPING UP 
To the BAR 
At 
“LE BAS” 





Ml 

Le BAS” is a specialty shop in 
two senses. It specializes in hosiery 
only. (The name, of course, comes 
from the French word for stock- 
ings.) And it offers very special 
service to the customer. A shoe 
store hosiery department is in the 
business of giving just this kind of 
individual attention. And _ that’s 
why we are telling the story of 
“Le Bas.” 

For several years its originator, 
R. W. Ryle, has had an ambition 
to start a retail stocking store. He 
wanted to have the smartest shop 
that could be made—smart in its 
merchandising, smart in its appear- 
ance. And he has succeeded in 
doing both in his new venture. Mr. 
Ryle is in the silk business—the 
yarn side of it. He knows what 
makes stockings good—and who 
makes good stockings. His expert 


knowledge of the market is his chief 
stock in trade. Quality and service 


RIGHT 


Interior view showing the nove! 
bar-shaped counter. Desiqned 
by The Display Guild. 


This is the little symbol that 
identifies Le Bas—in a transfer 
on the stockings, on the busi- 
ness cards, and wherever a 
trade-mark can be used. 


are keynotes of this little business. 
Price is secondary, but prices are 
moderate. No stocking costs at re- 
tail more than $1.50. 

“Le Bas” carries, on hand, a rep- 
resentative, though not unwieldy, 
stock—dip-dyed and ingrain, sheer 
and service weight, flexible tops and 
a knee-length number. And when 
an unusual request comes for mer- 
chandise not in regular stock, they 
are right on their toes to meet that 
special need by special order. 

Here was a customer, for in- 
stance, who was very short and 
needed a 28-inch stocking. Le Bas 
ordered them for her. They 
wouldn’t sell her a 30-inch regular. 
That woman will come back again. 
Another customer needed a 21-inch 
stretch in the welt—and she got it. 

The girl behind the counter is 
expertly trained. She knows hosiery 
construction. She knows hosiery 
fashion. And she takes the time 
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and trouble to analyze each cus- 
tomer’s needs, individually. 


Names for Each Number 
Simplify Selling 
Each stocking number has a 
name. It’s a lively name, sugges- 


‘tive of its special character. “Gada- 


bout” is a service number. “Gam- 
bler” is a super-sheer. (You take 
your chances as to whether it will 
last more than a night!) “Temp- 
tress” is an ingrain with its seduc- 
tive shining surface. “Tomboy” is 
the knee-length stocking. And so 
on. 

This naming of the stockings is 
a natural for selling and display. 




















Here’s an idea a shoe store could 
use to advantage. The saleswoman 
names each stocking as she shows it. 
The customer is immediately in- 
trigued by the name. This makes 
it easy to elaborate on the selling 
points of the stocking. Each of 
these numbers will be shown in 
turn in the windows, with fashion 
posters and accessories to point up 
the features. 


A New Device for Displaying 
Samples 


A sample of each of these num- 
bers is shown on the counter in a 
special moiré case, designed by 
[TURN TO PAGE 30, PLEASE] 
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This New York specialty shop, devoted en- 


tirely to stockings, has some new ideas in 


showing and selling. 





Here is the counter case used to display 

a sample of each number. When the cover 

comes off, the box collapses and the stock- 

ings canbe effectively laid out before the 
customer. 
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OUTLOOK 


_ Rediscovering the Worth of Work 


Man is rediscovering the interest and significance of 
work. That is evident in the increased production of 
work shoes as well as in the quest for jobs by millions 
of men now unemployed. Perhaps there is nothing so 
tragic as a man out-of work and nothing so joyful as 
his return to useful work. 

The figures are now out for the actual production of 
1934 and they show an increase of 9.9 per cent in the 
production of work shoes in 1934 as over 1933. One 
would expect that there would be a corresponding de- 
crease in the number of dress shoes; but that was not 
the case for there was an increase of 0.1 per cent—with 
production in 1934 totaling 63,862,915 as against 1933 
—63,770,741. Now the work shoe total is interesting, 
for we manufactured in 1934—27,523,987 as against 
25,049,886 in 1933. The peak of the production period 
in work shoes comes in the month of March. 

There are two principal influences on the demand for 
men’s shoes and they are employment and purchasing 
power. If more men are put back to work in 1935, it 
will have a definite effect on stimulating the demand 
for men’s work shoes. With any noticeable advance in 
the purchasing power of men currently at work, the 
demand for all types of men’s shoes should increase 
still further. 

America’s per capita consumption of men’s shoes is 
1elatively low. Two pairs per man, per year, hardly 
seems adequate to the American standard of living; but 
there it is. The interesting thing is that men’s shoes 
give unmistakable evidence that recovery is in process. 
Men’s shoe production and consumption in 1934 rose 
to the highest point since 1929. 

There are two important factors to be considered 
when appraising this upward trend which has taken 
place since 1932. In the first place, the entire increase 
which took place in 1934 resulted from a stronger de- 
mand for men’s work shoes. This increased demand 
occurred, therefore, in the very lowest price levels. In 
the second place, it will be seen that since 1923 the 
trend in per capita demand has been gradually down- 
ward. This downward trend is, of course, exaggerated 
by the extremely high points reached in 1923 and 1924 
and the extremely low points in recent years resulting 
from the depression. It is probable that the true trend 
line in men’s shoe consumption is best described by the 
years 1925 to 1929 inclusive when demand fluctuated 
between 2.12 and 2.16 pairs per capita. 


BY 


fader TE) le lon en 


Attempts to make men more style conscious have not 
been very successful. The emphasis on men’s white 
shoes in the Summer of 1934 apparently was ineffec- 
tual in expanding total sales. At any rate the produc- 
tion of men’s dress shoes in 1934 was at about the same 
level as in 1933. This would seem to indicate that.the 
white shoe for the most part was not purchased as an 
extra shoe, but was purchased in the place of some 
other type usually bought for Summer wear. 

As far as the total market for men’s shoes is con- 
cerned, however, there is no reason for not expecting a 
greater and greater total pairage consumption. As long 
as the adult population continues to increase, more 
shoes will be used and more will have to be produced. 


Man is not only rediscovering interest in and 
the significance of work but he is protecting his 
job by buying the right sort of shoes for that work. 
The figures show that even if his finances are low 
and many other things are needed, he stands 
ready to invest in a pair of work shoes rather than 
substitute his old dress shoes. At least that’s the 
interpretation developed by the Recorder in the 
field and revealed by shoe production figures 
of 1934. 


Many stores have found that the way to increase 
volume of business is through the addition of a work 
shoe department or section in the store. When work 
shoes find a prominent place in the window of one of 
the greatest New York stores, it is a sign that here is a 
market long neglected, that is being catered to because 
it means increased customer contact. 

The amazing thing about this depression is the in- 
creased efficiency in process of development. Every 
man at work is putting his best foot foremost. Every 
machine at work is being keyed up to its highest ef- 
ficiency. The results may be good in the long run 
but in the main, it doesn’t decrease unemployment. 
Fewer and better men do the job because a job is a 
precious thing to hold onto. 

So we see a lot of common sense back of the move- 
ment toward work shoes for the work of the world. 
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STORE FRONT 
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Atore attract 


PROFITABLE 
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appeal, 


as this one says “Come in 
its own against competitors. 








RAWING new customers to your 
D shoe store .. . keeping old customers 
faithful to you ... helping you get your 
share of the potential shoe trade in your 
community . . . these are a few of the jobs 
that a new Pittco Store Front can do for 
you. Numerous shoe stores throughout 
the country, remodeled with Pittco Store 
Fronts, are definite proof of this fact. The 
shoe store pictured on this page is just one 
example out of hundreds. 

Attractive, modern, full of the person- 
ality and appeal that draws business and 
keeps it for you, Pittco Store Fronts catch 
the eye and turn casual passers-by into 
profitable customers. That’s why it will 
be well worth while for you to investigate 


what a new Pittco Store Front can do for 
your business . . . to find out how remodel- 
ing with a new store front will make your 
shoe store more profitable, a better 
business-getter. 

You’ll want our new book entitled “How 
Modern Store Fronts Work Profit Magic”. 
It contains full information about Pittco 
Fronts, numerous photographs of success- 
fully remodeled stores, and figures to show 
resulting business increases from modern- 


izations pictured. Send coupon for your 


copy today. 








= 


ABA 


Carrara Structural Bros RE F E FRO NTS 


Pittsburgh Paint 


Glass Products 
oe metal... paint 
Pittco Store Front sapiens OF Polished Plate 
Metal Glass 
Pittsburgh Mirrors P LT T S B U RG H Tapestry Glass 


PLATE GLASS COMPANY 
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BEFORE: There was nothing to draw the eye or the interest o 
passers-by to the site af the present Nunn-Bush Shoe Store in Mil- 
waukee, Wis., before a new Pittco Store Front gave it personality and 


AFTER: But now! A store as thoroughly modern looking, beautiful and smart 
to all who see it . 


. and is far better equipped to hold 








Get Store Front Remodeling 
Money Through NHA! 


The National Housing Act was passed 
to assist you in remodeling your shoe 
store. This Act supplies funds for shoe 
store improvements, requiring only your 
promissory note as collateral. We recom- 
mend that you retain a local architect to 
design an attractive front for your shoe 
store, and, if necessary, apply for NHA 
funds to finance it. Our representative will 
gladly help you negotiate the loan. 


Pittsburgh Plate Glass Company, 
2349 Grant Building, 
Pittsburgh, Pa. 

Please send me, without obligation, your new 
book entitled “‘How Modern Store Fronts Work 
Profit Magic”’. 


Name 





Street. 
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The 
YOuNGER 
GENERATION 





CHESTER D. HEYWOOD 


CHESTER D. HEYWOOD is another shoe manufacturing executive of the younger 
generation who served with distinction and honor in the World War, with the rank 
of captain, and was decorated by the French Government with the Croix de Guerre 
with palm. 

Graduating from Williams College, class of 1911, with a B.A. degree, he entered 
the Heywood Boot & Shoe Company’s plant at Worcester, founded by his grand- 
father, the late Samuel R. Heywood, who at that time, in spite of his 90 years, was 


very active in the firm’s business. 


A born shoe man, Chester Heywood started in on the ground floor, working 
through the various departments of the plant at the bench and later two years on 
the road selling the Heywood line. He returned to the factory on the death of his 
grandfather in the capacity of assistant treasurer, his present position. 


While in France, Mr. Heywood served as captain of a combat unit following his 
advancement at the Officers’ Training Camp, Fort Oglethorpe, Ga., from the rank of 
first lieutenant. On his discharge from service he received a majority in the Reserve 
Corps. 

He has specialized in styling, advertising, merchandising and sales at the Hey- 
wood plant, where his father had devoted much of his life before his death in 1899, 
when Chester Heywood’s uncle, Albert S. Heywood, succeeded the former in the office 
of president, which he still holds. 
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I Scientific footwear 
gor fashionable dyomen 


REG.U.S. PAT. OF F. 





The Amelia The Constance 
In Stock In Stock 
Treadeasy Littleway Construc- Treadeasy Littleway Construc- 
tion, Black Dull Kidskin—$4.20. tion, Black Dull Kidskin—$4.35. 
16/8 Heel. 16!/2/8 Heel. 


Amelia and Constance the two beautiful In 
Stock shoes illustrated above are representative 
of The Treadeasy Line of Scientific Footwear 
that is pioneering the way for other Special 
Feature shoes to follow. Specially created for 





Exclusive Treadeasy 
Longitudinal Arch-support- 


ing seddle—Patented Fashionable women, Treadeasy Scientific Foot- 
All Tread style shoes P ’ . 
now Rian yc ‘light wear has been nationally recognized as having 


weight moulded saddle, giv- ° ° . ° 
agp cr sn ig built its success on the solid basis of merchant 
port. This patented Tread- and consumer satisfaction. 


easy feature has met with 
such acceptance that it 


brings plenty repeat busi Write for your TREADEASY catalog today— 


ness to Treadeasy dealers. 


_D-\V:MINOR € SON, INC: BATAVIA-NEW YORK » 


NEW YORK CITY SAMPLE ROOM @® 732 MARBRIDGE BLDG. ® BROADWAY AT 34TH 
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Poster Design for Foot 
Health Week Promotion 
This Foot Health Week poster 
in green and white, the official 
colors, will be used in window 
displays, interior trims, etc. 
Used as a line cut in newspaper 
ads, it makes an effective tie-up 
with the windows. 





To Make Nation Shoe Minded 


Publicity to Play Important Role in 
National Foot Health Week Promotion 


GOVERNMENT figures show that 
seven out of 10 people suffer from 
foot troubles. A noted New York 
podiatrist claims that a perfectly 
normal foot hardly exists. A phy- 
sician states that foot ills are among 
the leading physical complaints to- 
day. This despite the fact that 95 
per cent of all babies are born with 
perfect feet. 

The tremendous interest evi- 
denced during the past year shows 
clearly the growing appreciation of 
the needless discomfort and illness 
due to foot ailments—many of 
which are due to carelessness re- 
garding the shoes worn. 

Throughout the nation, shoe mer- 
chants qualified to fit shoes prop- 
erly plan during the week follow- 
ing Easter to emphasize once again 
that millions are suffering need- 
lessly—that it is possible today for 
you to have shoes that fit, and give 
proper support to the feet and the 
body. 

Not so long ago orthopedic shoes, 


as they were called, were not par- 
ticularly styleful. Today, there are 
many lower-heeled shoes that are 
smart, and have the proper construc- 
tion to assure proper foot support. 

And fashion-wise women know 
that if one dressed correctly, choos- 
ing the proper shoes for street and 
sports costumes, they will be shoes 
that are also suited to the occasion. 
They will be shoes that, properly 
fitted, give complete foot comfort. 

Careless buying is responsible for 
many foot troubles among men and 
children (also women). Much of 
this has been due to economic con- 
ditions. Cheap shoes, hurriedly 


fitted, or even bought without fit- ° 


ting, are often worn; some people 
fail to realize that good shoes, prop- 
erly made and correctly fitted, wear 
much longer. Their cost on the 
“service” or “wear” basis is no 
higher than the cheap shoes. 

To teach the public the truth and 
importance of these facts and make 
them more foot conscious, thereby 


promoting the use and acceptance 
of the types of shoes designed to 
correct foot ills, is the fundamental 
purpose of National Foot Health 
Week. Because of its educational 
nature, newspapers generally will 
be found willing to cooperate in 
Foot Health Week publicity. Fol- 
lowing are three brief news items 
which can be rewritten to conform 
to your particular requirements and 
then submitted to editors of local 
newspapers: 


GOOD HEALTH DEPENDS ON 
GOOD FEET 


Foot Examination and Correctly 
Fitted Shoes Prevent Many Ills 


Until one has suffered the tor- 
tures of painful foot disorders, it is 
hard to realize how much good 
health is dependent upon the condi- 
tion of the feet. 

Statistics show that 80 per cent of 

[TURN TO PAGE 58, PLEASE] 
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PUT THE FULL POWER 
OF EFFECTIVE SALESMANSHIP 
BEHIND EVERY SALE 


To satisfy more customers . . . to sell more mer- 
chandise, you must get the benefit of the full 
power of effective salesmanship behind every sale. 


You have this power within your organization. 
Your sales people have that sales energy to 
“up” sales and profits. But the sales ability of 
your selling staff must first be developed. Their 
resources must be tapped. For the full force of 
effective salesmanship can find its expression at 
all points of customer contact only through the 
release of this untapped sales power of your 
entire personnel. 

Willmark will develop this unused power of your 
sales people. Willmark will tap their neglected 
resources. Our plan of personnel development 
will build a selling staff capable of increasing 
your sales 1% to 3%! 

Sales efficiency is vital to your business. Let us 
tell you now how our constructive plan can 
develop an effective selling staff which will open 
the way to new sales tops for you! Write now 


for details. (Dept. BSR 3). 


WILLMARK SERVICE SYSTEM INC. 


Builders of Personnel 
250 WEST 57 STREET NEW YORK CITY 


roy | 
Available a) every city in the United States 
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Fitting School Opens 
March Il 


A Milwaukee Project for 
Advanced Study of Feet 


THE Research Shoe Fitting School gives an intensive course of study 
of feet and shoes on March 11 to 16 at 330 West Wisconsin Avenue, 
Milwaukee, Wis. This is the second annual session of the Shoe Fitting 
School as sponsored by Stephen J. Brouwer of the S. J. Brouwer Shoe 
Company of Milwaukee. This school came into existence at the request 
of doctors, shoe men and educators for information and knowledge con- 
cerning foot anatomy; foot physiology—physics of the foot and mechanics 
of the foot; foot pathology—pathology of the structure and pathology 
of the mechanics; classification of shoes—types of lasts and types of con- 
struction. All shoe men are invited. 

The 1934 school was attended by doctors and shoe men from 17 
states, Canada and England. Because of the intense interest manifested 


STEPHEN J. BROUWER 


Pioneer in foot study conducts a 
non-profit trade-wide venture in 


education. 


at that time and the requests for a continuance of the fine work that was 
accomplished, the Research Foundation is conducting another school this 


year. 


Research School Curriculum 


(Subject to Change) 





MONDAY 


TUESDAY 


WEDNESDAY 


THURSDAY 


FRIDAY 


SATURDAY 





9 A.M. 
to 
10 A. M. 


Opening Session 
8:30 A. M. 
WELCOME and 
INTRODUCTIONS 
S. J. Brouwer 


MECHANICS AND 
APPLIED 
ANATOMY 
Dr. Groff 


PATHOLOGY 
Dr. Groff 


X-RAYS and 
CORRECT LASTS 
Mr. Brouwer 


FITTING AND 
CHILDREN'S 
CORRECTIONS 
Mr. Henry 


Scenic. and 
Educational 
Trips 





10 A. M. 
to 
11 A.M. 


ANATOMY 
Dr. Groff 


CO-OPERATION 
OF DOCTORS 
WITH SHOEMEN 
Dr. Ellis 


EFFECT OF 
FEET ON EYES 
Dr. Purdy 


SURGERY OF 
THE FOOT 
Dr. Schneider 


PADDING AND 
WEDGING 





11 A. M. 
to 
12 M. 


ANATOMY 
Dr. Groff 


FOOT 
MECHANICS 
Dr. Stinson 


DIAGNOSIS 
OLD SHOES 
Mr. VanDeuren 


SURGERY OF 
THE FOOT 
Dr. Schneider 


DIAGNOSIS 
. Gro! 








12 to 1:30 P. M. 


LUNCHEON 


LUNCHEON 


LUNCHEON 


LUNCHEON 


LUNCHEON 


LUNCHEON 





1:30 P. M. 
to 
2:30 P. M. 


OSTEOPATHIC 
FOOT PRINCIPLES 
Dr. Ellis 


POST OPERATIVE 
FEBRILE CASES 
Dr. Stinson 


MEDICAL 
APPROACH 


SHOE — 
CONSTRUCTION 
Explained by men’s 
shoe manufacturer 


Scenic and 
Educational 
Trips 





2:30 P. 
to 
3:30 P. 


DISTURBANCES 
AFFECTING THE 
FEET 


Dr. Heist 


CARE OF 
ATHLETES, 
ATHLETIC 

INJURIES 
Dr. Stinson 


THE 
EDUCATIONAL 
APPROACH TO 

THE FOOT 
PROBLEM 
Dr. Denniston 


DEBUNKING 


SHOE 
CONSTRUCTION 
Explained by 

women's 
manufacturer 





3:30 P. 
to 
4:30 P. 


CHEMISTRY IN 
TANNAGES 
Mr. Orthmaon 


CHIROPODAL 
CARE OF THE 
FEET 


Dr. Stickel 


RESEARCH IN 
BABY SHOES 


Miss Foster 


SHOE 
CONSTRUCTION 
Explained by 
children’s shoe 
manufacturer 





4:30 P. M. 
to 
5:30 P. M. 


CALVES and 
HEELS 
Miss Kerr 


CLINIC— 
EXAMINATION 
FOR PATHOLOGY 
s. Stinson, Groff, 

Stickel, Ellis, 
Thierfelder 


CLINIC—FITTING 
Rigid Flat Feet 
Flexible Flat Feet 
WHAT and WHY? 
Messrs. VanDeuren, 
Henry and McGuire 


CORRECT FOOT 
CLOTHING 
Miss Meloche 


SHOE 
CONSTRUCTION 
Explained by 
athletic shoe 
manufacturer 





5:30 to 7:30 P.M 


7:30 P. M. 
to 
9:30 P. M. 


DINNER 


DINNER 


DINNER 


DINNER 


BANQUET 





OPEN FORUM 
X-RAY 


OPEN FORUM 





REVELATIONS 
Mr. Adrien 





BALANCE 
INDICATIONS 
Mr. Roberts 


OPEN FORUM 
Displays and 
Adverising 


r. n: 
Mr. Heinmiller 





Mr. Taylor 





Trip to Orthmann 
Laboratory 
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A Fast 
Selling 


Moccasin 


ocah 


Retailing at $1.00, Pocahontas Moccasins for 
men, women and children offer an impressive 
variety of compelling selling points. They’re 
handsome, unique and amazingly low priced. 


Here are lounging slippers of wide appeal . . . 
a tremendous opportunity to increase sales and 


CONSOLIDATED SLIPPER CORPORATION 


pyramid profits. The Pocahontas, like our Cos- 
sack Boot, is made from specially tanned glove 
leather and is attractively beaded by Indian 
craftsmen. In all colors and sizes from little 
tots to a complete range for men and women. 
Order now, Pocahontas Moccasins are year 


round sellers. 


BOMBAY, NEW YORK 
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BOOT AND 


“| like this shoe 
but it’s not 
comfortable” 


in 


SO EE 


that’s'the ie 
signal to 


TO. 





PAT. OFF. 


The world’s smoothest shoe salesman 


Or course, it’s the one shoe in stock that’s won her fancy. 
You know the shoe is fitted tight. But callouses and met- 
atarsal trouble are causing pain. She blames the shoes —not 
her feet— and a walk-out results. 


A vast percentage of such walk-outs can be eliminated if 
your salesmen will adroitly ““T.O.” (turnover) to Trimfoot. 


Trimfoot, the dainty device that relieves the torture of met- 
atarsal pains and callouses, saves so many sales because it 

proves instantly to customers that the trouble is not with 
your shoes but with their feet. 


YIELDS TWO PROFITS 


Yes, Trimfoot yields two profits. 
As an accessory, Trimfoot pro- 
vides a 100% mark-up. And— 
most important — every time 
Trimfoot saves a sale it is in real- 
ity yielding the profit mark-up on 
that pair of shoes. 


Any intelligent salesman can fit 

Trimfoot in a few seconds. Sim- 

List Price 600 ply try it in the shoe to check 

“ exact position of the metatarsal 

Dozen Pairs i . then pull off paper protecting 

oe: e adhesive ... and apply. Once 

sonieaias *] 00 inserted, it sticks in position for 
Poir the life of the shoe. 


Remember: Siip in Trimfoot—and save the sale! 


Prove its value. Order a few trial 
airs now! Write Hing for the Free 
klet, ““Here’s Hi 


WIZARD COMPANY 
ST.LOUIS, MO. + + + WALSALL, ENG. 
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Stepping Up to the Bar 
at "LeBas" 


[CONTINUED FROM PAGE 21] 


Hazel Randall, hosiery fashionist, who 
is assisting in the styling of the shop. 
This attractive collapsible container is 
shown in the sketch. It serves not only 
to display the range of numbers, but 
also the selection of colors, since all the 
available shades are represented. It’s 
a device, too, that helps the sale of 
additional stockings, since it makes it 
so easy to suggest a service weight to 
the woman who may have come in for 
an evening stocking, or vice versa. 


A Modern Layout 


After the monotony of the average 
stocking department layout, the design 
of this shop is a gay surprise. Every- 
thing is practically planned as well. 
The bar-shaped counter, for instance, 
has ample room for all the stock behind 
its curved front. High bar stools make 
for comfortable and leisurely selection. 
Display niches in the walls are cleverly 
lighted to show up the sheerness and 
clarity of the stockings. Even the box 
in which the stockings are shipped is 
a new and practical shape. Small and 
compact, with a 5 in. x 7 in. cover, it is 
amply big enough for the sheer stock- 
ings of today. 

In yellow, black and fuchsia color, 
the color scheme is delightfully fresh 
and different. And it is carried out 
completely—even to the yellow tape 
that ties the packages. Le Bas is a 
styled job throughout, with no detail 
too small to be considered. 

A well-known modern artist, Zito, did 
the trade-mark and the mural decora- 
tions for the two side walls. The symbol 
of Le Bas is this impertinent Peking- 
ese shown in the sketch, with a stock- 
ing in his teeth and a jaunty cap on 
his head. He appears on the transfer 
printed on every stocking. He figures 
as the leading character in the murals, 
which show a group of little dogs hav- 
ing their fun with stockings! In one 
they are lined up at the keyhole to 
watch their mistress putting on her 
hosiery. In the other the Pekingese is 
taking off for a flying leap over a 
stocking held like a jumping rope, with 
the caption, “You will never get over 
Le Bas!” 

The whole thing is done with a light, 
amusing touch. Selling hosiery, Mr. 
Ryle believes, need not be such a sober 
business as most stores make it. Give 
women something besides somber cases 
to look at. Attract their interest with 
color and gayety, and you will sell © 
many more pairs of stockings! 


Makes Children's Shoes 


BALTIMORE, Mp.— The Baltimore 
Shoe Manufacturing Co., which some 
months ago equipped for production 
purposes part of the building at 1501 
North Gay Street, is now actively en- 
gaged in the manufacture of children’s 
and misses’ McKay shoes. Leopold 
Selis is president and general manager 
of the concern. 
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I's NEws for you and news for your custom- 
ers! For Air-O-Pedics are presenting a new 
Spring line that includes fashion-authentic 
models in sport, daytime and informal 
evening shoes. All, of course, are based on 
the superior patented Air-O-Pedic features 
that bring you satisfied customers. 

Air-O-Pedic Shoes are priced to retail at 
$6.50, which permits a liberal mark-up for 
your shop. All sizes and widths. Write for 
information about the Air-O-Pedic franchise 
to the Air-O-Pedic Shoe Company, Brockton, 
Massachusetts. 


AIR-O- 


WALK ON AIR 
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l Correct fit: Air-O-Pedic 

lasts allow the ball of 
the foot to fall in its 
natural position. 


9 Metatarsal arch sup- 
ported without strain. 

3 Air-O-Pedic Arch: Com- 
fortable, because it's 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic’s scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 
ball and heel-tread, 








i 


NINE REASONS WHY 
AIR-O-PEDICS 


WILL INCREASE YOUR PROFITS 


keeping the foot ina 
normal position. 
No slipping: no gap- 
6 ing: his O- Pedic 
hoes fit securely. No 
chafing and no friction 
to wear out hosiery. 


7 Non-binding vamp and 

throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


8 Cushioned heel rest: 

Air-O-Pedic heel rest— 
a shock absorber at 
every step. 

9 Newest styles in all the 
wanted colors and 
materials. 














l 


PEDICS x 


IN AIR-O-PEDICS ! 


AIR 
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Plan a Striking and At- 
tractive display to Tie 
in with Foot Health 





Week Newspaper and 
Direct Mail Publicity 
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A suggestion for a Foot 
Health Week window 


background, utilizing the 
official poster desiqn. 


Color scheme is green 
and white. 


Windows 
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For Foot Health Week 


W INDOW displays will play an important role in the 
promotion of National Foot Health Week and of 
Spring footwear generally. It’s time to make definite 
plans for windows which will serve to dramatize Spring 
shoes, and the important events around which Spring 
selling will center, such as Easter and Foot Health 
Week. This week we are suggesting a number of dis- 
play ideas for Spring, including a background for a 
Foot Health Week window and a group of display 
stands which can be used in a variety of ways during 
the season. 


Foot Health Week windows must he considered in 


K 
y 


connection with the general plan which the store adopts 
for promotion of this important sales event. The win- 
dows are a part of the comprehensive plan to make the 
public foot conscious and to develop an increased de- 
mand for shoes with comfort or corrective features at 
this time of year, when foot ills are of most common 
occurrence. Windows should re-echo and reinforce the 
foot health message carried in window displays and 
newspaper stories, or spoken over the radio, in foot 
health lectures, etc, It is advisable to tie the entire 
promotion up together, and one way of doing it is 


through the use of the Foot Health poster design. 






Some ways in which triangular 
window blocks can be used to 
advantage in showlag shoes. 
See instructions on following 


page. 
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now meets every requirement of the 
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TWO NEW LINES 


FRENCH, SHRINER & URNER 























A FAMOUS 
FINE SHOE MAKER 


store selling fine shoes to men 


French, Shriner & Urner craftsmen have trans- 
lated al] the exclusive characteristics of high- 
priced shoes into a new line se)ling at popular 
prices. Were are shoes that satisfy particular 
men on all the fine points of fit, shoemaking, 
and all around value—backed by the name and 
reputation of a manufacturer who has always 
been identified with higher priced footwear. 


The Shriner Shoe offers the opportunity to in- _ 
crease volume on the basis of price, and at the 
same time maintain your reputation as a re- 
tailer of fine quality footwear. 


The increasing deztand for Heigh-lio Oxfords 
indicates the sustained popularity of these all- 
purpose sport shoes, 


It will pay you to let us put details 
and samples of these new shoes be- 
fore you. 


HEIGH-HO Crepe Soled Oxfords 
Improved Goodyear Welt Construction 
No. 207. Cream Nubuck. 


No. 208. Brown Bucko, black edges. 
No. 201. White Elk, natural edges. 


IN STOCK A-E, 5-12, $3.00 


THE SHRINER SHOE 


No. 250. All Cream Nubuck, wing tip. 

No. 254. Cream Nubuck, black trim. 

No, 256. All Cream Nubuck, plain toe. 

IN STOCK, branded or unbranded, 
AA-D, 6-12, $4.25 


FRENCH, SHRINER & URNER 

Custom Grade Golf Shoes for men and 

women, Featuring Twin Grip renew- 
able spikes. 


FRENCH, SHRINER & URNER MFG. CO. | 


63 MELCHER ST. BOSTON, MASS. 
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DISPLAY UNITS 
FOR 
é Spring Shoe Windows 
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Illustrating some of the 
many arrangements suq- 
gested for the use of tri- 
angular blocks in building 

I unique displays. 





Following its practice of several years, Boot AND 
SHoe REcORDER is suggesting a poster design for Na- 
tional Foot Health Week, which will be reproduced in 
colors and made available to merchants who may wish 
to use it. This design is illustrated in the Foot Health 
Week window background shown herewith; it can easi- 
ly be reproduced for use in newspaper advertisements, 
direct mail publicity or other promotional material. 
By making it a sort of official emblem of National Foot 
Health Week promotion, it will help to get attention 
and coordinate your windows, ads and other printed 
publicity. People who read your ads will identify 
your windows with the Foot Health campaign by means 
of the poster design, and vice versa. 

The fact that National Foot Health Week begins the 
day after Easter will have a definite bearing on your 
window promotion plans. The average store will pre- 
fer to feature style shoes during the week just before 
Easter, and will put in the Foot Health Week window 
the Monday following. Everything should be ready in 
advance so that the change can be made quickly and 
so that the window will be in early enough to attract 
the attention of the noon-day crowds. Stores that fea- 

[TURN TO PAGE 55, PLEASE] 











Versatile Triangular Window Blocks 


D URING the past several years there has been a very 

decided increase in the use of window blocks in all 
types of stores and for the showing of all kinds of mer- 
chandise. The most common form of these blocks is in 
squares and rectangles. Drum-shaped blocks along with 
cylinders are quite popular just at present. 


We now present suggestions for the use of a triangular 
block that either alone or combined with squares and 
circles makes a most versatile shoe displayer. 


Fig. 1 (foregoing page) shows this triangular block 
with the largest surface used as the space for displaying 
shoes. This form of block thus becomes a tilted shoe 
stand. Fig. 2 shows it combined with a cylindrical block 
to get greater height. Fig. 3 shows it combined with a 
square block as a base and four short cardboard mailing 
tubes placed in the form of small columns between the 
square base and triangular top. Fig. 4 shows a stagggered 
arrangement of triangular blocks placed on the floor and 
on graduated heights of square and rectangular block. 

Fig. 5 shows how a common set of steps can be made 
very intriguing by arranging the triangular blocks in the 
manner shown. This is especially effective where the 
shelves are of one color and the blocks a contrasting color. 

In Fig. 6 we show how the block can be placed with one 
of the triangular surfaces serving as the top on which 
shoes can be placed at right angles to each other, thus 
conforming with the lines of the block and producing .a 
novel display idea. Fig. 7 shows an original stunt for 
assembling these triangles on the floor in one corner of 
the window while Fig. 8 shows a what-not treatment of 
these triangles in- the other corner. They are arranged 
in this form with the use of three narrow wooden strips, 
moulding or rods. 

Fig. 9 shows another floor arrangement of these triangles 
that is especially pleasing. 

Fig..10 shows how the longest surface of the block is 
placed in the floor and one of the short surfaces used as 
the tilted top on which to show shoes. 

Fig. 11 shows this same block with the triangular side 
facing the place glass and with one shoe on each of the 
slanting tops. 

These blocks can be made of any material you prefer 
such as corrugated board, wallboard, plywood or wood. 
Then can be finished in paint, or covered with paper or 
cloth and can be redecorated whenever desired. 

















BOOT AND SHOE RECORDER, March 2, 1935 


























Price and value at a glance—Silent Salesman makes em think before buying 





QUALITY TO CONSUMER—AND A SYMBOL OF 





T’S only natural if many of your cus- 
tomers feel the lowest priced canvas 
shoe is the best value for them—until 
they realize how much more satisfac- 
tion and economy they'll get from better 
quality shoes for just a few cents more. 
The Goodrich “Silent Salesman” is 
a brand new sales idea that answers this 
“price” problem in a way that means 
more satisfaction for your customers— 
more profits for you. 

The Silent Salesman is simple as 
A B C—yet packed with sound, common 
sense. It simply shows your customers 
what they get for their money in the 
Goodrich price range. 

The Silent Salesman makes your cus- 
tomers think twice before deciding on the 
cheapest shoe they can buy. 

The Silent Salesman does more than 
tell your customers the better quality 
shoe is the better “buy”. It shows them 
what it’s all about with actual shoes 
they can see and fee/ for themselves. 

Effective sales help like this is only 
one of the many ways Goodrich helps 
make your rubber and canvas footwear 
business more profitable by keeping it 
out of the “cut-price” competition that 
costs so much to buck. 

THE B. F. GOODRICH FOOTWFAR DIV. 
Watertown, Massachusetts 

Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; 

Chicago, IIl.; Cincinnati, O.; Cleveland, O.; Dallas, 

Tex.; Denver, Col.; Detroit, Mich.; Kansas City, Mo.; 

Los Angeles, Calif; Minnea lis, Minn.; New York, 


N. Y.; hiladelphia, Pa.; St. Louis, Mo.; Salt Lake City, 
Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 


G 


THE NAME GOODRICH ON 32,000 PRODUCTS IS RECOGNIZED AS A MARK OF 


PROFIT TO THE: DEALER 





This is one of a series of advertisements giving many reasons why it will be to your advantage to stock and sell Goodrich Rubber Footwear. 
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Mature 


{TEMPERED LEATHER FIBRE] 


ASSURES UNMATCHED BEAUTY 
IN TWO-TONE BUILT-UP 


heels 


Select the alluring two-toned built-up heels 
of Jenkins’ Red and “NATURO” leather fibre. 


“NATURO”, a new leather fibre, is light, 
strong, and durable. It will not scuff, crack, or 
mar. When finished it looks like leather itself. 


Shoes for style, beauty, or service are being 
made with “NATURO” two-toned heels for 





in no other way can the same desirable heel | 
effects be secured. 





Ask your shoe manufacturer to show you 
his leaders and you will see this new heel. 
“NATURO” heels are obtainable through shoe 
manufacturers and others specializing on heel 
production. 


Style the heel as you style the shoe 
for greater sales and profits 


GEORGEO JENKINS COMPANY 
BRIDGEWATER, MASS 


Manufacturers of 
“NATURO"—WHITE IVORY AND ALL QUALITY LEATHER FIBRES 
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Markdowns Must 
Bring in Money 


SEVERE drastic markdowns will make money for a 
shoe department if the cuts are low enough and the 
money obtained from the selling is immediately put 
back to work. 

That is the assertion of John F. Willis, shoe buyer 
for the W. A. Green Co., Dallas department store. He 
is a shrewd operator, having conducted this shoe de- 
partment on a profitable basis for a number of years. 

To show exactly what Mr. Willis has in mind, his 
point can be best illustrated by an example of a cur- 
rent operation. Some eight hundred pairs of women’s 
shoes which represented an accumulation of six months, 
were sold for one dollar a pair in a one-day special, 
during the middle of February. A cost markdown of 
$960 was taken on the lot. 

If these shoes had stayed on the shelves even with 
a good heavy P.M., they would have been there until 
next Fall. Now the money will be turned several times 
between now and then, as this is the heart of the Spring 
selling season, so it is possible to put this money into 
merchandise that will more than make up the loss in 
the next five months. If these shoes had stayed on the 
shelves they would not only have accumulated dust 
and taken up space, but it would be necessary to charge 
a considerable amount of overhead to them. 

The $800 accruing from this sale will be spent on 


| new Spring shoes. Based on a 40 per cent markup, 
the shoes bought with this money will retail for $1,200, 


making a gross profit of $400. This operation may 
take five or six weeks. Then, taking the $1,200 and re- 
investing that in new merchandise, also taking a 40 
per cent markup, will mean another gross profit of 
$600. These two stock turns will net the house a gross 
profit of $1,000, against which must be figured the 
original markdown loss of $960. 

A dead stock of 800 pairs of shoes has now been 


| turned into a live stock which has netted the house 


a profit. On the third turn, the department will com- 
mence to make money and will be able to absorb any 
and all losses which might arise on markdowns from 
the selling. 

One thing that stands out in bold relief is the fact that 
the 800 pairs of old stock on the shelves would not 
attract any new customers, whereas the $800 which 
has been put to work in supplying fresh merchandise, 
will attract many new people to the department. 

Continuing, Mr. Willis stated that in his opinion, a 
shoe buyer should be his own merchandising manager. 
By that he means that a buyer should never go to a 
merchandise man to get an order confirmed unless he 
knew that it would be confirmed. A stock should al- 
ways be in such a liquid condition that the merchan- 
















a 


=" © 


xz - 2. 


eee ee. ee > © = = 


A 


> Fmt eet ee 


-— im ia 2 |. 2 











BOOT AND SHOE RECORDER, March 2, 1935 


dise manager will approve of new purchases without 
question. 

A profit is never made on the goods on the shelves. 
These are only book or speculative profits. Real profits 
come only when goods are sold. Shoes must be sold 
at some price and the sooner a buyer realizes that an 
article is worth only what it will bring, the better off 
he will be. 7 

A shoe buyer has a merc':andising job of his own to 
do, believes Mr. Willis. He must keep his stock always 
under control, so that he can always step out and buy 
new goods. One of the best ways of keeping that in- 
formation under one’s thumb is to have an ordinary 
book which lists the purchases by having the name of 
the concern; stock number; number of pairs bought; 
delivery date; price; total amount of bill, and the re- 
tail price figured on the percentage on which the de- 
partment operates. © 

This is a daily record of the standing of the depart- 
ment, as it shows the amount of goods on order, how 
much money has been spent and how the markups are 
averaging. This is a very simple system and most in- 
formative. 

A markup planned over a period is most necessary, 
finds this shoe man. It is not the original markup that 
counts nearly as much as it is the maintained figure. 
All months will not run along showing the same gross 
profit, so it is necessary to average them for a given 
time. An original markup of 40 per cent should net 
a store around 35 per cent on a year’s operation. 





- To Keep Money Home 


McCamey, Tex.—Merchants in this little oil town 
are working hard to save some of the $280,000 which 
is being annually sent out of town to the mail order 
houses, says F. P. Stribling who buys the shoes for 
The Leader Store. Pretty shoes, but not too extreme, 
are his solution for keeping the shoe money in this 
town, 40 miles off the main road down in West Texas. 
Most people live in camps outside town, so in order to 
make shopping easy for them, all stores keep open 
seven days a week and from 7 a. m. until 10 p. m. daily. 





Texas Farmers Spending 


Lupsock, TeEx.—Down in the West Texas cattle and 
cotton country people are more or less gamblers, says 
L. Lively, shoe buyer for the Levine stores, with head- 
quarters in Lubbock. On top of Cap Rock or the 
tablelands, there have not been the usual Spring rains, 
but the feeling is that they will come. Lively finds 
that his customers will always buy more on _ the 
prospects of a big crop than on a big crop. 

Lately the farmers have been spending their govern- 
ment and cattle money, but they have prospects of a 
good crop. Banks have plenty of money but they are 
not lending it out. In spite of all this, Lively believes 
the shoe business will be good in his stores and he is 
backing up this opinion with orders. 
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IN STOCK... 


Ready to ship 
“15 


2% 10 days, net 30. 





Pauline 


B4501 Levor’s White Kid, White Fancy Stitch 
B4301 Brown Kid, Beige Fancy Stitch 
B4201 Black Kid, Gray Fancy Stitch 
800 Last, 16/8 Cuban Covered Heel 
TIRELESS TREAD TARSAL CONFORMER 
SHOE 





Grace 


B4203 Black Kid, Black Patent Inlay on 
Quarter with Gray Stitching 
B4303 Brown Kid, Brown Patent Inlay on 
Quarter with Beige Stitching 
800 last, 16/8 Cuban Covered Heel 
TARSAL CONFORMER 





Georgia 


B4549 we White Kid, Punched Through 
amp 
800 Last, Cuban Covered Heel 





All sizes to Nine. AAA to C 


Package charge of 25 cents is made on orders of less than 
four pairs. 


A big white season is just ahead—order these 
values now. 


A complete stock folder sent on request. 


HOGE-MONTGOMERY CO. INC. 


FRANKFORT KENTUCKY 





















Page 38 





BOOT AND SHOE RECORDER, March 2, 


1935 


™E RETAIL 








4 f you have not already 

put in your Spring win- 
dow backgrounds they should 
go in very soon now. And be 
sure they are riot overdone. 
Backgrounds that are too 
elaborate will overshadow your 
merchandise displays so that 
they cannot stand out as you 
wish them to. 


~ Time for another qood 
strong style ed to bring 
in Saturday shoppers. If you're 
short on good illustrations 
check over your newspaper's 
cut service and reserve those 
you think you can use. For 
advertising ideas buy some 
out-of-town papers and see 
how the other fellow adver- 
tises.° 


1 9 Did you decide to use 

the series of weekly 
postal card mailings? Then be 
sure this week's goes out to- 
day. The regular mailing of 
these will add much to their 
effectiveness. To avoid delays 
you should really work a week 
ahead in the preparation of 
these mailings. 


1 The next seven weeks, 

preceding Easter will be 
your BIG selling season. Just 
how big it will be depends 
upon the aggressiveness of 
your selling campaign. Start 
today with a strong Spring 
styles ad to stimulate Satur- 
day business. Be sure and 
feature hosiery. 


Will your advertising 

budget stand a weekly 
mailing to your customer list? 
A series of postal card mail- 
ings, each one featuring one 
style, or one price range will 
keep your name in front of 
your trade and at a compara- 
tively small cost. Yau'll get 
direct results too. 


9 Hosiery should be a biq 
Saturday seller from 
now until Easter. Be sure it 
has a place in every Saturday 
window, and be sure too that 
it is properly played up in the 
store. There is also an impor- 
tant place for slippers in the 
Spring selling picture. Play 
them up in windows. 


1 This is the day for 

checking stocks. Real 
Spring weather is not far away 
and then will come a biq de- 
mand from boys for rubber- 
soled canvas footwear. Have 
you a good stock ready for the 
first calls? And how about golf 
shoes? Next month will see the 
first demand. ; 


9 Is your store ready to- 

day to get its full share 
of March business? Are yeur 
windows interesting? Will they 
STOP the casual passerby? And 
how about your interior? Is 
it bright, and cheery, with a 
"Spring" atmosphere? Will 
people enjoy coming in to 
shop? 


6 This is the day for the 

weekly check of stock. 
This should be systematically 
done with a written check list. 
One successful store puts on 
selling pressure and even cuts 
prices on numbers that do not 
move in four weeks. If they 
do not sell in three more weeks 
they are closed out. 





1 4 As new Spring styles 

come in insist that the 
salesmen familiarize themselves 
with them, and then utilize their 
spare time to call up customers 
on their lists and tell them of 
styles they think will interest 
them. It's good advertising— 
and it means extra sales! 





The check list referred 

to above should really 
be built before you buy your 
lines for the season. If you 
do this, buy carefully to such 
a list and then check religiously 
against it and keep the slow 
sellers moving out, you'll have 
a real stock control that will 
cut down investment. 


1 All the window dis- 

plays should be 
changed today. During this 
Spring selling season partic- 
ularly the displays should be 
SELLING displays. In the ads 
and on the news pages of this 
issue of the RECORDER are 
a host of ideas that will make 
good selling window display 
cards. 


15 Style will of course be 

the theme of tonight's 
big ad for Saturday selling, 
but how about giving some 
space to children's footwear? 
If you've not used a children's 
ad for some time it will prob- 
ably be in order to remind 
parents that Spring footwear is 
ready. 
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Calendar for 





March 


To Produce More Profit Through Planning 





16 One good way to 

close out turn-killers is 
to use one spot in your window 
for them every Saturday with 
a card reading "SPECIALS." 
With each shoe show a card 
reading "Just || pair of these 
$7.50 shoes to close out at 
$4.85! A bargain if your size 
is here!" You'll get results! 


90 Check your stocks 
again today. Give seri- 
ous though to some of those 
early Spring lines. Even though 
they're still selling are you 
sure they are going to con- 
tinue to be good? One of the 
virtues of checking stock is that 
it makes you THINK about your 
merchandising. 





98 What are you going 
to do for those three 
April weeks before Easter? 
Better give the matter some 
thought today for you're apt 
to be too busy the last two 
days of the week, and next 
Monday morning you'll wake 
up to the fact that April is 
here and plans are not com- 
plete. 





91 Do you do a qood 

business on findings? 
Or are you one of those stores 
where a customer in search of 
a new pair of laces can never 
find the right kind or length? 
There's good profit in this little 
line, and with a little selling 
effort you can sell a lot of it. 


9 Time for another re- 

arrangement of win- 
dow displays. And although it 
is an old story we are going 
to remind you again—be sure 
you show a price on every pair 
in the window! Every time you 
fail to do this you are de- 
liberately making it hard for 
people to buy. 


99 Time for another good 
strong ad for Saturday 
business. It is always for- 
tunate to have a month end 
on Saturday because it gives 
you one last chance to make 
it a BIG month. What can 
you do for tomorrow that will 
make it a bigger Saturday than 


any you have had this year? 


18 If you advertised chil- 

dren's shoes for last 
Saturday's selling give them a 
larger than usual space in the 
new window displays today. 
This will serve as a follow-up on 
your ad to many who read it 
but did not come in. You'll 
see the results in good chil- 
dren's business all week. 


99 It is time to begin talk- 

ing about Easter in 
your ads. Why not head up 
tonight's ad for Saturday sell- 
ing "Four Weeks Until Easter?" 
A late Easter makes a qood 
early selling season, but those 
who have not responded to the 
Spring urge may be induced 
now to buy for Easter. 


96 Your weekly postal 
card mailing for this 
week ought to remind custom- 
ers that "three weeks from next 
Sunday is Easter." Have you 
been making any check to see 
what results you are getting 
from these cards so that you 
will know next time what brings 
the best results? 


30 Ope thing you might 
do today is to have 
everybody in the store mention 
hosiery and slippers to every 
shoe customer they serve. There 
are a surprising number of 
extra sales to be had for the 
asking. Perhaps many of your 
shoe customers don't even 
know what accessories you sell! 


1 For a further follow- 

up on your children's 
footwear ad make this week's 
postal card mailing a feature 
of your best-selling children's 
line. Don't try to tell all about 
your entire line. Select one 
price and feature it, and you'll 
get far better results from it. 


9 Be sure and get that 

“Four Weeks Until 
Easter" story into your windows 
today too. Some of those 
women who bought the first 
Spring styles are going to want 
new footwear for Easter and 
the sooner you get them think- 
ing about it the better it will 
be for your sales. 


97 Check your stocks 
again today. After 
every such stock check you 
should go over the results with 
all salespeople so that they 
will know the exact condition 
of the stock, where to put sell- 
ing pressure, etc. Make them 


feel a responsibility for keep-— 
ing stocks down. 
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| The makers of Foot Delight Shoes take every pre- 
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The name Foot Delight stands for one of the most notable successes in shoe manufacturing and merchandis- 
ing. This success is due not only to the exclusive in-built features of the shoes themselves, but also to their 
correct styling and a uniform dependable quality throughout. We are pleased, of course, to know that so 
many of Bancroft Walker's patented patterns are fashioned of Evans Kid Leathers, and that our tannage is 
used so extensively in this highly successful line. John R. Evans & Co., Camden, New Jersey. 
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A group of Foot Delight Shoes— origi- 
; nal patterns patented by Bancroft 
: Walker Company. Every one in stock 
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National Shoe Retailers 


Bonp No. 3—PURCHASING POWER—By this bond 
we unite public, merchant and manufacturer—the BIG 
THREE of modern progress. There is but one great 
power- in America today—PURCHASING POWER. 
Upon it rests every shoe that is ordered, made and 
delivered, as well as everything else. 

The public makes the only decision that counts for 
anything—when it buys. And when it does, it moves 
a complicated machinery whose efficiency has actually 
been increased during the depression. 

But the public doesn’t buy direct from the pro- 
ducer. It entrusts the merchant with the function 
of selection. So, then, we find the merchant’s 
strong position as the natural selector of shoes in 
behalf of the public he serves. Consumption hab- 
its and preferences are observed by the merchant 
first. He then ventures into selection and by so 
doing transmits back to the merchant, and through 
him to the entire service of supplies, the public’s 
buying power. 

America stands today the most technologically pro- 
ficient country in the world but it is also the world’s 
most disorderly thinker. But not for long for we are 
going back to first principles—We are all study- 
ing purchasing power and doing what we can to in- 
crease it. No tradition of what was necessary for our 
forebears to do in the generations of poverty, has 
weight now. Those were the years of scarcity. Today 
the machine has given us a surplus. If we can have 


The Greatest Power for Good 


abundance because of the machine, we as merchants 
must play the major part in the reconstruction of pros- 
perity—by encouraging purchasing power of shoes at 
retail. | 

President M. A. Mittelman, in his recent speech be- 
fore the Michigan Retail Shoe Dealers Association, 
points the opportunity for encouragement of purchas- 
ing power by saying: 

“Increase in the number of people in the community 


‘or country, everything else being equal, results in pro- 


portionate increases in the demand for footwear. The 
greater the number of feet, the greater the demand for 
shoes. Increases in population for the country amount 
to somewhat more than | per cent a year or nearly a 
million and a half more people. 

“Allowing three pairs of shoes per capita means 
that the normal market for shoes should be greater 
than it was a year ago by more than four million pairs. 
Changes in purchasing power, however, modify the pur- 
chases of shoes, the same as of nearly everything else. 
Increases in population since 1929 should have in- 
creased shoe sales, but as you know conditions in gen- 
eral since that time prevented the industry from reach- 
ing its peak sales of that year. 

“As conditions improve it may be assumed that the 
normal demand will again assert itself. With decent 
business throughout the country, the retail shoe trade 
should sell at least 15,000,000 more pairs this year 
than it did in 1929. 


Service Center for the Shoe Industry 


N.S.R.A. BONDS 


Our first bond—No. I—"In the 
Public Interest.” 
‘Our second bond—No. 2—"'Trade 


Price Obligations" and now our third 


3022 Empire State Building, New York City 








John J. Holden, Manager 
> Use Ds a, nod iy, ¥ 











bond—No. 3—"Purchasing Power" — 
join together public, merchant and 
manufacturer inseparably. 

lf there is such a common interest 
in our business lives we must have it 
in our association lives and the new 
NRA, if consummated, should have 
these thoughts in mind. 
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Association 


in America Today 


“The sooner we recognize the dominance of con- 
sumer taste in shoe satisfaction, the better the shoe 
business will be for all of us. Look out for sales prac- 
tices that run contrary to this idea.” 

The function of merchandising is performed by re- 
tail merchants and retail outlets and nothing as yet has 
been proposed to change that system, nor can it be for 
the merchant sells pair by pair, as the public needs 
what he buys in dozens and hundreds of pairs. So it 
is obvious that the public needs the merchant and it 
should be equally evident that the bond between the 
merchant and the manufacturer should be made 
stronger if economy, efficiency and prosperity are to 
be built up on the greatest power for good—the pur- 
chasing power of the American public. 


President Secretary-Treasurer 1st Vice-President 
M.A. MITTELMAN HERBERT J. RICH ARTHUR E. EBBS 


I. Miller Stores, Inc. B. Rich’s Sons Swope Shce Company 
Detroit, Mich. Washington, D. C. St. Louis, Mo. 
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The National Shoe Retailers Association has, for the 
past quarter century, served as the greatest promotive 
organization in the shoe industry. It has conducted con- 
ferences, conventions, campaigns, and has contested 
legislative procedure harmful to the shoe industry—all 
this by means of its power in publicity, promotion, and 
its strength in stimulating retailer action. 


The National Shoe Retailers Association has been the 
voice of the retailer, and the stimulator of trade in shoes 
since 1912. It has always believed that "the shoe indus- 
try can only prosper through service at the fitting stool.” 


The National Shoe Retailers Association has been of 
service to the entire shoe industry. Only last year, with 
the assistance of sixteen affiliate retail associations, it 
helped to prevent the dumping of drought hides on a 
depressed market, and now, in 1935, it is vigorously pro- 
testing before the Judiciary Committee of the Senate 
the Black 30-hour Bill. 


The National Shoe Retailers Association has always 
fought to prevent the passing of burdensome legislation. 


At our 24th Annual Convention, we decided to open 
our membership roll to the manufacturer of shoes, 
leathers, accessories and allied products. This provision, 
welcomed by members of the industry, offers a place to 
the producer—the Association Member—in the progress 
of the Association. 


8rd Vice-President 4th Vice-President 
HARRY E. FONTIUS L. F. TUFFLY 


The Fontius Shoe Co. Krupp & Tuffy, Inc. 
Denver, Colo. Houston, Tex. 


2nd Vice-President 
F. E. BALLOU 


F. E. Ballou Co. 
Providence, R. I. 


¥oE-AGReS TRERREE YEARS 




















Or Ne YE AR 


F. E. BALLOU, F. E. 
Ballou Co., Providence, 
R. I. 


GEORGE J. BUNN, 
George J. Bunn, Salem, 
Ohio. 


*ARTHUR E. EBBS, 
Swope Shoe Co., St. 
Louis, Mo, 


J. C. FEDLER, Jr., Bos- 
ton Shoe Co., Inc., Louis- 
ville, Ky. 


OTTO H. HASSEL, Has- 
sel’s Shoes, Inc., Chicago, 
Til. 


PAUL O. KUEHN, Paul 
O. Kuehn, South Bend, 
Ind. 


CLYDE K. TAYLOR, 
S. J. Rackham, Inc., 
Detroit, Mich. 


oO. E. THORP, Turrells, 
Seattle, Wash. 


HAROLD F. VOLK, Volk 
Bros. Co., Dallas, Tex. 


*HARRY E. FONTIUS, 
Fontius Shoe Co., Den- 
ver, Colo. 


GEORGE B. HESS, N: 
Hess’ Sons, Baltimore, 
Md. 


DAVID S. HIRSCHLER, 
Hofheimer’s, Inc., Nor- 
folk, Va. 


*JOHN J. HOLDEN, Na- 

tional Shoe _ Retailers 
Association, New York, 
N. Y. 


MELVILLE KAUF- 
MANN, Sommer & 
Kaufmann, San Fran- 
cisco, Cal. 


R. B. NAY, Nay Shoe 
Co., Wheeling, W. Va. 


J. H. ROBERTS, The 
Stone Shoe Co., Cleve- 
land, Ohio. 


ROY E. STEVENS, Ste- 
vens Shoe Store, Ottum- 
wa, Iowa. 

L. F. TUFFLY, Krupp 
& Tuffly, Inc., Houston, 
Tex. 


*JESSE ADLER, Adler 
Shoe Stores, New York, 
Ne wv 


B. W. CHILDS, Thomas 
S. Childs, Inc., Holyoke, 
Mass. 


W. A. KNIGHT, Knight 
Shoe Co., Inc., Portland, 
Ore. 


*L. E. LANGSTON, Enna 
Jettick Retail Stores, 
Auburn, N. Y. 


JOHN R. LAYCOCK, 
Hanan & Son, New 
York, N. ¥. 


*FRANK A. McLAUGH- 
LIN, Abercrombe & Fitch 
Co., New York, N. Y. 


HARRY C. McLAUGH- 
LIN, Potter’s, Cincinnati, 
Ohio. 


J. GORDON McNEIL, 
Thayer McNeil Co., Bos- 
ton, Mass. 


WILLIAM PIDGEON, 
Jr., William Pidgeon, Jr., 
Rochester, N. Y. 


EVERY MEMBER GET A MEMBER IN MARCH 
THIS IS OUR JUBILEE YEAR-N.S.R.A. 
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Shoe Fashions Featured 
At Auto Show 


[CONTINUED FROM PAGE 14] 


Volk’s particular forte is co-ordination, 
a service that is most appealing to dis- 
criminating women who prefer the per- 
-sonalized care of more exclusive shops. 

Not only were shoes, apparel, hats 
and lesser accessories chosen for their 
individual fashion and timeliness, but 
with a go-together air that assures 
complete and perfect ensembling.” 

A great amount of publicity resulted 
from this show. In all the posters 
which flooded the countryside for miles 
around, the line “Featuring Volk’s 
Fashion Parade” appeared, 2s though 
thrown on the poster by a spotlight. 
All radio announcements and all auto- 
mobile show copy mentioned Volk’s. 
Large 15-foot signs on either side of 
the auditorium stage reading “Volk’s 
Fashion Parade,” left no doubt in the 
minds of the attending throngs as to 
who sponsored the style show. 

All this advertising did not cost the 
store a dime, except for the wear and 
tear on the clothes and shoes. 

In all it was estimated that nearly 
one thousand people viewed the fashion 
show. For the most part, these were 
people who had money to spend for 
cars,’so as a class they were prospective 
customers for the store. 

Local newspapers were most gener- 
ous in devoting columns every day 
to the particular part which Volk’s 
played. Complete descriptions of 
clothes and shoes were written up from 
the fashion viewpoint. 

The fashion show was divided into 
three parts—Costumes for Sports, Af- 
ternoon and Evening Wear. Eleven 
spot acts interspersed the fashion 
parade. 

In a show of this nature, it is hard 
to make shoes predominant. What was 
really accomplished was to bring out 


Volk’s correlation of fashion and the 
proper timing. 

Assisting Harold Volk in putting over 
the show was Herman Ehlert, women’s 
shoe buyer, and Milton E. Weiss, ready- 
to-wear buyer. The latter being the 
majordomo of the fashion parade. 

All shoes, accessories and costumes 
modeled were from Volk’s regular 
stock. Some of the outstanding shoe 
patterns are shown here. Some of these 
patterns were shown in several differ- 
ent ways as a blue kid with white trim, 
then the same style developed in brown. 

The shoes illustrated at the begin- 
ning of the article are described as 
follows: 

1. White Trebark, brown trim also 
blue trim. 

2. Active Sports, white buck, brown 
calf trim, leather heel. 

3. White Lama calf, peasant linen. 

4. Brown gabardine, white patent 
trim and white stitching, also blue or 
black. 

5. White buck, brown calf trim, also 
white trim. 

6. Brown baby calf, also blue or 
white. 

7. White buck, brown tabs and brown 
leather heel. 

8. Blue kid, white trim, also devel- 
oped in brown. 

9. Brown suede white calf, also blue. 
beige suede, gray suede, gray calf trim. 

10. White buck, blue trim, also black 
and brown combination. 

11. Black gabardine, 
fabric also blue or brown. 

12. White buck brown patent, also 
blue and black. 

13. Blue kid, white trim, also brown 
kid and white buck. 

14. Patent oxford, 
brown calf. 

15. Patent leather, white piping. 


dotted gray 


also blue and 





Everyman's Problem—Super-Taxation 


[CONTINUED FROM PAGE 17] 


The Federal income tax is neither the 
largest source of revenue, nor the one 
which shows the greatest promise from 
the standpoint of revenue-yield. Dur- 
ing the last fiscal year, corporate and 
individual income taxes aggregated 
about $817,000,000. But take two other 
items, tobacco and sales taxes, and you 
arrive at a total of $1,058,500,000. What 
is even more important, is the fact 
that while income taxes increased by 
about $70,000,000, sales taxes gained 
approximately $241,000,000, and liquor 
taxes nearly $216,000,000. And if addi- 
tional proof of the rapid advance of 
taxation “upon business activity” is 





necessary, let it be mentioned that the 
following major taxes were levied since 
1929: 


General sales taxes ... 18 states 
Chain-store taxes ...... 18 states 
Personal income taxes... 12 states 
Amusement taxes ..... 11 states 
Bette OME one cess 10 states 
Alcoholic spirits ...... 24 states 
Beer and wine ........ 39 states 


Judging from these developments, 
there can be but little doubt that the 
business man is the one who will be 
called upon to carry the heaviest part 
of the load. If the experience of Euro- 
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pean countries may be taken as an 
indicator, the principle of “super-taxa- 
tion” as we are facing it in the near 
future, will create three problems: 


(1) How to meet the increased cost 
of living caused by the numerous 
taxes on consumption goods; 
How to counterbalance the in- 
creased cost of production 
caused by the numerous taxes on 
the process of production—not 
to mention distribution. 

How to stop the ever-increasing 
importance of Government in 
business which has originated 
(and is being strengthened) in 
the need for relief and for so- 
cial insurance. 


It is obvious that business taxes will 
be passed on to the consumer as much 
as possible. Most of the countries on 
the European continent have fought 
the cure-all for financing unemployment 
relief and social insurance in turnover 
and sales taxes, and in most coun- 
tries these taxes have yielded and are 
yielding the largest part of internal 
revenue; but at the same time the cost 
of living has been rising throughout 
Europe, and domestic sales have fol- 
lowed a steady downward course. There 
may have been other reasons for a 
falling-off of domestic sales, but taxa- 
tion occupies a dominant place among 
them. 

The cost of production and distribu- 
tion may be expected to rise simul- 
taneously, for two reasons; not all of 
the taxes can be passed on to the con- 
sumer, some of them must be absorbed 
by business in its various phases. Sec- 
ondly, if taxation tends to step up the 
cost of living, there will soon be de- 
mands for higher wages and salaries. 
Finally, it is not easy to see how the 
Government can be prevented from as- 
suming an ever more important place 
in the business affairs of the nation as 
long as behind it there are some ten 
million unemployed and some twenty 
million on relief rolls pressing and urg- 
ing and pushing. 

Be it frankly admitted that business 
in Europe has not yet found a solution 
for any of these three problems, for the 
simple reason that it has found no 
solution for relief, or unemployment 
for that matter. Over there events have 
led to increasing Government control 
over capital, over labor, over trade, in- 
dustry and all the other branches of the 
national economy; and hand in hand 
with increasing Government control has 
gone decreasing freedom of business 
and of business activity. 

The hope remains that everyone en- 
gaged in producing revenue or profit, 
from the manufacturer to the retailer, 
will see the futility of arguing taxes, 
of blaming the Government, of fighting 
for a better distribution of Government 
charges. Both the Government as well 
as the taxes, are innocent in the matter. 
Behind both there stands the terrific 
pressure of the jobless, of the starving 
and the desperate and helpless. There 
are only two ways out: either more 
[TURN TO PAGE 46, PLEASE] 


(2) 


(3) 
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MARCH 18 TO 23 


When the Silks of spring pass in review be sure they wear the proper shoes. Silk is a symbol of smartness 
—and a fashion first. The cables are hot with it—the trade is alive to it—and wherever smart women gather it's 
the talk of the town. 


Washable Silks are smart for sports and morning wear— lovely silk semi-sheers, silk crepons and printed Silks for 
afternoons —silk safins, silk chiffons and stiffened Silks for evening; new, interesting and flattering, each calls for 
shoes to accent its smartness and to complement its charm. 


THE SILK REVIEW IS FOR YOU. TIE YOUR OWN PROGRAM INTO THIS NATION-WIDE EVENT 





See that your salesmen know about The Silk Review and make sure that your trade is planning to feature your 
merchandise. Provide them with sales helps and sales material. 


If you make silk shoes—whether they be for daytime, evening or the boudoir, see that they are in The Silk Review. 
If you do not make silk shoes suggest to your trade the right shoes from your line to be worn with the new Silks. 


If you are a department store man— display your silk shoes prominently—mark them “SILK.” Display shoes with 
your Silks, and, if possible, show some of the Silks in the shoe department— preferably costumes with which the 
new shoes are to be worn. 


If you are a shoe man, exclusively, tie in with one of your local stores for The Silk Review. Find out what new Silks 
he will be showing and tie your own promotion in with them. Perhaps he will help you tie your window display 
in with his Silk display 


THE SILK REVIEW IS A PRESTIGE AND PROFIT BUILDER FOR YOU AND FOR YOUR TRADE 








There is an accepted trend toward quality buying which is being reflected in the increasing interest in Silk. 
Quality merchandise in all lines will benefit by this Quality promotion. 


The International Silk Guild has prepared sales helps and 
sales material and advertising and display suggestions. Be INTERNATIONAL SILK GUILD 
sure you are registered to receive them. Join The Silk Review 





250 FIFTH AVENUE, NEW YORK, N. Y. 

Please send me (without charge) copies of the ideas 
and promotion material to be sent out for The Silk 
Review to be held nationally the week of March 18 to 23. 
Name 

Firm Posifi 


Street 






















22 City. 














When writing advertisers please mention Boot and Shoe Recorder 
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Despite Drought and High Water, 
Theyre Still Selling Shoes 


willing to pay a reasonable price for 
it, is what Ralph Levy of the Guar- 
antee Shoe Co. has discovered in the 
past few months. He has been running 
a shoe store here in Little Rock for the 
past 15 years and as he said, he would 
not be here now unless he had given 
real service. 

This is one store that is fighting the 
chains hard. And he is sure that he is 
winning, too, for day by day more and 
more shoes are taken off bearing the 
names of the chain stores. He figures 
that this trade is not coming to him on 
account of the poor quality of the shoes 
sold by the chains, but because of the 
poor manner in which the trade is 
handled and fitted. 


Plenty of Sizes and Widths 


Another weapon in his hands is the 
carrying of plenty of sizes and widths 
in named brands of shoes for men, 
women and children. “The only way 
the independent will be kept going is to 
be able to sit down and fit the foot as it 
should be fitted. There is a world of 
narrow feet in this town, which makes 
it all the better for the independent 
reguiar store intent on doing a serious 
job,” he concluded. 

Found, a department store which did 
not have a sale of white shoes until 
after July 20 last year. Stand up, A. 
B. Hart at Pfiefer’s, and take your 
bow. 

People came into Pfiefer’s late in 
June and early in July, saying: “All 
the stores in town are having sales on 
white shoes, so why do you charge us 
your regular price of $5, $6.50 and 
$8.50 for them?” The answer was that 
no one had any sizes save this store. 
Hart, therefore, held to his price. Even 
if he did have a complete stock of 
whites way through June, he only car- 
ried over 150 pairs, which will be 
cleaned out at the very beginning of 
the coming season, via the P.M.—hash 
route. 

Hart is one of those buyers who likes 
to have plenty of stock at the beginning 
of the season. This puts his budget in 
the red for the time being, but his mer- 
chandise manager tells me that this 
always works out as it should in a very 
short time. This year he is trying out 
the idea of holding his whites back 
until March 1. Doing this will give him 
a chance of making two Spring seasons, 
thus giving the brown, blue and black 
ties and step-ins a chance. 

Ever been in Blytheville, Ark.? 

There is a town that has shoes. 

Down the threeblock long Main 
Street are 30 places handling shoes. 
Four regular shoe stores and 26 shoe 
departments in clothing, dry goods and 
what-have-you stores. 


[CONTINUED FROM PAGE 19] 


It is conservatively estimated that 
there are at least 75,000 pairs of shoes 
on the shelves of these 30 places. If 
the majority of these shoes were laid 
heel to toe and end to end on some rail- 
road track—well—what of it? 

Granting that two pairs of shoes are 
bought per person per year, that means 
that Blytheville would ordinarily con- 
sume about 20,000 pairs of shoes an- 
nually. In other words, if no more 
shoes were brought into the city for the 
next three and three-quarter years, the 
present stock would equal the demand. 

The Chamber of Commerce secretary 
told me about his city. It is the center 
of the best cotton county in the United 
States, as the county raised some 
127,000 bales of cotton in 1934. Most 


of this is long staple which sold for 


three or four cents over the regular 
market price. The town, which is 75 
miles from Memphis, is the largest one 
around these parts. It has a good hotel 
and even a local radio station. 

Fully 75 per cent of the shoes are 
sold at $1.95 and $2.95, while 90 per 
cent of the shoes retailing at $6.50 and 
over come from The Bootery. This 
brings us right inside this store to meet 
the proprietor, Jeff Roland. 

Jeff Roland is slightly plump, in his 
forties, without a wrinkle on his face 
or an apparent worry in his life. Twen- 
ty-nine other stores in the city does not 
mean 29 competitors for him. His 
competitors are the big stores in Mem- 
phis, St. Louis. Even then he is not 
afraid of losing any of his trade, he 
serves them that well. 


Background of Shoe Experience 


At one time Roland worked in Mem- 
phis in the Hanan store, then he came 
to this city 12 years ago to take charge 
of the shoe department of a department 
store. It was one of those stores in 
which, at inventory time, some 48 cases 
of shoes were “discovered,” shoes which 
had been forgotten for some time. Then 
a matter of 169 pairs of size 10C on 
one style of men’s shoes did not dis- 
concert the owner greatly. 

At the present writing The Booterv 
has seven lines of shoes covering the 
men’s, women’s and children’s field, all 
named brands. On the men’s side is one 
line to retail at $5 and another at 
$8.75. That’s all. Four for the women, 
with prices at $4.95, $5.85, $8.50 and 
$9.85. Then a well-known line of good 
shoes for children. This set-up produced 
a stock turn of two and a half times 
for 1934 as well as a comfortable liv- 
ing for the owner. You can just bet 
that there are no shoes tucked away 
somewhere forgotten. All stock in this 
store is clean and active. 

Tell them, Mr. Roland, how you do it. 





“There is not a bit of trouble here 
selling the top grades of shoes, for this 
is the only store for miles around that 
carries a complete run of sizes and 
widths at all times. Fully 60 per cent 
of our trade is from out of the city. 

“No, there is no sale for work shoes 
with us any more. Only a little while 
ago, we sold one pair of farm shoes to 
one pair of men’s dress shoes. Our 
present records show the regular sell- 
ing of two pairs of Florsheims a year to 
many of our planters. Evidently he 
uses his old dress shoes for work now- 
adays. 


A Prescription for Success 


“My idea of the successful operation 
of a small town shoe store is to have a 
good stock of named shoes, fit them 
absolutely right, then to have windows 
which are as attractive as any in the 
big cities. My front was copied directly 
from a picture I saw in the Boot AND 
SHOE RECORDER of the New York Foot 
Friend shoe store. We are sitting here 
in the doorway of Memphis, which is 75 
miles away. To sell good shoes, and 
make a living doing it, a man must be 
on his toes and have as good a store as 
his big city competitor. 

“Personal contacts made here, there 
and everywhere are wonderful trade 
builders. And we sure fit them right 
when they come in. I was reared in 
southeast Missouri and have been here 
since 1923, so am pretty well ac- 
quainted. 

“Advertised lines are my salvation. 
When people crab a little over price as 
they always have done and probably 
always will, we just tell them that the 
price we are asking is the same that is 
asked all over the United States.” 

Naturally there are plenty of shoe 
sales in Blytheville, but the Bootery 
goes on its own serene way by having 
just two mark-down sales a year, each 
one lasting for exactly 13 days. 


Everyman's Problem 
[CONTINUED FROM PAGB 44] 


Government control, or more business 
responsibility to reduce unemployment 
of its own free will and thereby remove, 
at least in part, the underlying cause 
of it all. Strike out, today, relief ex- 
penditures—and you have a balanced 
Federal budget, you have substantially 
reduced taxes, you have a lot less codes 
and supervision and interference with 
the course of business. But let things 
just drift, and you will have more of 
unpleasant surprises than you ever 
dreamed of. 
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You Repeat Your Profits with 
“America’s Finest Comfort Shoes”’ 
















RIGHT AND LEFT 
PATTERNS TO ASSURE 
SNUG-FIT AT ANKLE 









EXTRA FINE QUALITY 
PIG LEATHER INSOLE 




















SPECIAL CONSTRUCTED 
GENUINE PIG LEATHER 
COUNTER 




























Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof... the showrooms 
of the shoe industry's leading man- 
ufacturers . . . easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York . . . the crossroads of the 
trade ... the Marbridge Building. 
, come and see them before you buy! 


‘1328 BROADWAY tas. NEU YORK 












SCIENTIFIC SEWED 
HEEL SEAT 



























NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


100% NAIL-LESS HEEL 
SEAT, NO NAILS TO 
PUNCTURE FOOT 


VENTILATED 

AIR VENTS GIVI 

CONSTANT FREE AR 
CIRCULATION 








































The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, "cushion" and "nail-less" 
features are virtually non-competitive. Send for our Catalog of 
Men's and Women's Shoes. 
Beware of Imitations 












ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 
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MOST INTERESTING 
HOTEL in CHICAGO 
Located in the heart of 
Chicago's gay Rialto with 
its brilliant night life...yet 
close to stores, offices 
and railroad terminals. 


HOTEL 


SHERMAN 


1100 ROOMS 1700 BATHS 
Favorite Chicago Home 
of American Business Men 
1700 Rooms from $2.50 


ORIVE YOUR CAR RIGHT 
INTO HOTEL SHERMAN 


| CHICAGO 






















CUSHIONED SHOES 


In New ork 


2 FOR ROOM WITH BATH 















584 large, attractively furnished rooms, 
with private bath...from $2 single and 
$3 double, with running water...from 
$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 
Supervising Manager. 


| Aeon | 


BROADWAY AT 32ND STREET , 
NEW YORK 


One block from Pennsylvania i 
R.R. Station and Empire State P (iain 
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DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 
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Teen 


White Pontan quarter linings and White Fair- 
field sock linings in kid grain, glazed finishes add 










much to the appearance of the inside of the shoe. 


An outstanding new development; Dupodt White 
Midsole, gives the desired smartness to this pop- 
uvlor type of Spring and Summer Footwear. 
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1934 Production Gained 1.9 Per Cent 


WASHINGTON, D. C.—Shoe produc- 
tion in the United States in 1934 
showed an increase of 1.9 per cent or 
6,737,664 pairs over 1933, according to 
a summary of the figures for the year 
which has been released by the Bu- 
reau of the Census. The total produc- 
tion in 1934 in the factories reporting 
to the bureau was 357,119,401 pairs. 

The production of men’s shoes (dress 
and work) increased 2.9 per cent; wo- 
men’s shoes, 1.8 per cent; misses’ and 
children’s, 4 per cent; infant’s, 4.7 per 
cent; athletic, 1.3 per cent; all-leather 
slippers and moccasins, 16.3 per cent; 
and part leather and felt slippers, 4.3 
per cent. On the other hand, the pro- 
duction of boys’ and youths’ shoes de- 
creased 13 per cent; shoes with part- 
leather and part-fabric uppers, 7.5 per 
cent; and shoes with all-fabric uppers, 
15.3 per cent. There was very little 
change in the output of barefoot san- 
dals and all other footwear, the de- 
crease being only one-tenth of 1 per 
cent. 

The statistics for 1934 represent 
more than 99 per cent of the total out- 
put of boots, shoes, and slippers, other 
than rubber, in the United States. 





Canadian Retailers Convene 


TORONTO, ONT. — The largest at- 
tendance ever recorded at a retail shoe 
convention in Canada gathered at the 
Royal York Hotel in Toronto Feb. 18 
and 19 for the 1935 convention of the 
Canadian National Shoe Retailers. 

At the request of the manufacturer’s 
association, no samples were shown, 
the two-day program being devoted en- 
tirely to business and _ educational 
features. 

Among those appearing on the pro- 
gram prepared by Rowland Hill, Jr., 
president of the association, and his 
committee were: 

William Pidgeon of Rochester, N. Y., 
who emphasized the necessity for each 
shoe merchant to “find his place” in 
the local shoe picture, and then devote 
his attention to doing a 100 per cent 
job in his chosen field. 

Hilda Rau of Philadelphia, who gave 
a thorough review of styles and colors 
in women’s apparel and footwear. 

R. E. Andruss, Boor AND SHOE RE- 
CORDER, who outlined practical sugges- 





DEPARTMENT OF COMMERCE pansy ~ 
BUREAU OF THE CENSUS 


FOR = 
PRODUCTION OF BOOTS, SHOES, AND | 
SLIPPERS, OTHER THAN RUBBER | 
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tions for planning promotion programs, 
and coordinating advertising and dis- 
plays. 

O. J. McClure of Chicago, who spoke 
on “Better Salesmanship in the Shoe 
Business.” 

Arthur A. Livers, of New York, who 
gave interesting pointers on merchan- 
dising the shoe store to make a profit. 

Ed Provan, Toronto, who spoke on 
“Men’s styles in clothing and the new 
trend in colors.” 

At the business meetings for retail- 
ers only were discussed the rubber 
question, relief footwear, children’s 
sizes, store hours, unemployment, in- 
surance and pending legislation. 





DATES TO REMEMBER 


Joint Styles Conference and Tanners 
Council Fall Opening, Waldorf-Astoria 
Hotel, New York ............. April 29-30 

Illinois State Shoe Convention, Spring- 
MOTE NWE ci ieeitccce cuemccteueteans June 2-3 

Ohio Retail Shoe Dealers Association 
Annual Convention, Carter Hotel, 
Cleveland, Ohio ........... June (6-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah Ho- 
tel, Portland, Oregon ......... June 17-18-19 





At the Tuesday luncheon the incom- 
ing president, W. H. Mack of Montreal 
asked for closer cooperation between 
manufacturers and retailers in solv- 
ing the question of increased shoe sales 
in Canada, emphasizing that mutual 
understanding and effort was the one 
way in which the shoe industry in 
Canada could go ahead. 

A dinner dance Tuesday evening con- 
cluded what everyone seemed to agree 
was one of the most interesting, con- 
structive and instructive conventions 
ever held by the N. S. R. A. of Canada. 





Brown Plan Merchants Meet 


St. Louts—One of the most opti- 
mistic groups of shoe men to hold a 
convention in 1935 so far was that 
which attended the annual meeting of 
independent dealers operating under 
the Brown Plan of Merchandising held 
the latter part of January. Some 200 
merchants gathered for a three days’ 
merchandising clinic. John A. Bush, 
president of Brown Shoe Company, in 
his opening welcome, expressed his be- 
lief that 1935 would be a better year 
for every one, in every way, than was 
1934. 

An interesting high light of the con- 
vention was a playlet produced by the 
officials of the Brown Plan Division. 
It dramatized the estimated $100,000,- 
000 loss at retail each year due to 
poor buying and merchandising, with 
a shoe store scene in which the owner 
has his porter burn $100,000,000 paper 
money right before the eyes of the au- 
dience. The action subsequently car- 
ried one through all the steps of store 
operating showing the right and wrong 
methods of procedure. 

The merchants went home with re- 
newed determination to make a better 
profit in 1935. 





Coast Man Visits East 


PORTLAND, ORE.—Forrest Berg, pres- 
ident of the Charles F. Berg store here, 
returned recently from the East, where 
he took in style shows, fashion revues 
and pre-Spring showings, noting the 
fashion trends in footwear and the 
marked return to “feminine prettiness” 
in the new modes. He remarked that 
activities in the field of fashion, as re- 
flected by buying in New York produc- 
ing centers, are greater than at any 
other time since 1929. 
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in PHILADELPHIA 


YOU men who recog- 

nize good values in- 
stantly have labeled 
The Vendig a "good buy 
in Philadelphia" — and 
this is why! 


\/NEW and MODERN— 


225 large outside rooms each 
with bath, ceiling fans and 


window screens. 


./MODERATE PRICE— 


single from $2.50, double 
from $4.00, and sample rooms 
from $5.00. 

Vf CONVENIENT — one 


square from Reading Terminal 
and Broad Street Station. 


HOTEL 
VENDIG 


13' & Filbert Sts. 
Philadelphia, 
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Nebraska Shoe Retailers Discuss 
Chain Store Taxation 


LINCOLN, NgEs.— The 29th annual 
convention of the Federation of Ne- 
braska Shoe Retailers closed Feb. 20 
at the Hotel Cornhusker in Lincoln. 
The convention drew the largest at- 
tendance in the history of the Federa- 
tion and all the members expressed sat- 


isfaction with its success, 





PAUL KERNAN 


New President, Federation of Nebraska 
Shoe Retailers 


The meeting was called to order by 
Fred N. Wells, retiring president and 
acting chairman. The members joined 
in singing a couple of songs to express 
their cheerful outlook on the coming 
year. Then Mr. Wells read a telegram 
from the National Shoe Retailers As- 
sociation that expressed the belief that 
1935 will be the best year since 1929. 

The chairman introduced A. L. An- 
derson of Wahoo, Neb., who has been 
a member of the association since its 
organization 29 years ago. Mr. An- 
derson is a former president of the as- 
sociation and spoke briefly on the point 
that retailers must grow with their 
experiences and keep up with the times. 
He recalled the competition of the mail 
order houses and the house-to-house 
canvassers, now partly replaced by the 
chain stores. 

Fred Andersen of Cozad, Neb., was 
introduced by the chairman, Mr, An- 
dersen discussed the desirability of 
Senate File 139, now under considera- 
tion in the Nebraska State Legislature. 
The purpose of this bill is to equalize 
the taxes paid by the independent re- 
tailer and the chain store units by a 
progressive tax on the chains, depend- 
ing on the number of units operated in 
Nebraska, The speaker pointed out 
that under the present situation in 
Nebraska the chain stores are escaping 
their just proportion of the tax burden. 


‘few chain store managers have. 


He also brought out the fact that there 
are about 800 towns and villages in Ne- 
braska with a population of 2500 or 
Jess and only 32 with a population of 
over 2500. There are 1042 chain stores 
and 19,612 home owned stores-with the 
chains doing about 33 1/8 per cent of 
the total business. He reminded the 
retailers that they are all face to face 
with chain store competition. He ex- 
pressed the belief that since the chains 
are doing such a large volume of busi- 
ness the Nebraska State Legislature 
should enact more equitable tax laws 
than those now in force. 

T. F. James, vice-president in charge 
of sales for the Brown Shoe Co. of 
St. Louis was introduced next and gave 
the principal _address of the conven- 
tion. His topic was “The Problems of 
the Retailer.” 

Mr. James first brought up the prob- 
lem of buying and pointed out that too 
many retailers are overstocking their 
shelves. In his opinion many mer- 
chants are not getting enough turnover 
for the amount of money they have in- 
vested in stock. He pointed out that 
some dealers get about % of their turn- 
over from about % of their stock and 
he believes that the turnover should 
be kept in proportion as dead stock 
cannot earn money for the retailer. 
He does not believe in stocking many 
end sizes nor in stocking a line that is 
either much above or below that de- 
manded by the stores regular trade. 
In other words he pointed out that 
the retailer must buy what his cus- 
tomers want if he expects to profit. 

He next discussed chain store com- 
petition and pointed out that it is a 
situation that the home owned store 
can meet by intelligent merchandising. 
He said that the saving on buying that 
the chain stores get was not as large 
as generally believed and certainly not 
enough to overcome advantages that 
the independent retailer has, as an ar- 
ticle is worth what it will sell for. He 
brought out the thought that the in- 
terest an owner has in his store is 
much greater than that of a manager. 
Another advantage the independent re- 
tailer has is his personal contacts that 
the years have brought him, such as 
This 
is a decided advantage, especially in 
the towns the size of those in Nebraska. 

Another thing of importance men- 
tioned by Mr. James is the method of 
display used by the retailer. He stated 
that the dealers should observe the re- 
sults obtained by the various displays 
and to employ only those that brought 
the desired results. Also foresight 
in buying what the public wants will 
enable the retailer to compete with 
chain stores, Mr. James argued, 

The idea was expressed at the con- 
vention that only by cooperation can 
the retail shoe dealers hope to improve 
their methods and their profits as no 


[TURN TO PAGE 58, PLEASE] 
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New and improved methods 


of construction are skilfully 


combined to produce this 


modern SEWED SHOE. 





Their increasing popularity 


is significant. 
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LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Men's and Women's 
Slippers | 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 


No. 1435R 
Tan Kid. 
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L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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Men's Shoes 
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Moccasin Footwear 
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WATERPROOF CAMP 
MOCCASINS 

with patented 
Orthopedic Soles 
New illustrated 








stock at low 
prices, sent on | 
request. 
MeCONNELL 
MOCCASIN CO. 
Auburn, Maine 4 














Strout & Stritter Resume 


Lynn, MAss.—Strout & Stritter have 
resumed the manufacture of women’s 
shoes in the Vamp Building, the unions 
having granted them a new price list. 
They’ve been closed down for some 
time. 

Munroe Cohen, who was formerly 
treasurer of the Geller-Mees Shoe Co., 
now liquidated, has joined Strout & 
Stritter. 





Frank Melville, Jr., Dead 


New York—Frank Melville, Jr., 
founder and chairman of the board of 
the Melville Shoe Corporation, died at 
his home at 1060 Fifth Avenue, New 
York City, on Feb. 25, following a short 
illness. 

Born in Brooklyn in 1860, Frank 
Melville, Jr., after local schooling, led 
a life of varying business adventures. 





FRANK MELVILLE, JR. 


A job in a hat factory, assistant book- 
keeper for a slipper manufacturer, a 
cattle puncher on a ranch in the Da- 
kotas, a farmer, an agent for the Wy- 
oming Stage Company, ferry master 
on the Cheyenne River, are among the 
many occupations which he experienced 
in the ever-constant effort to find him- 
self. 

In 1885 he came to realize that his 
forte was in business, and as Wyoming 
was a long ways from a patiently wait- 
ing fiancee in Brooklyn, he came East, 
starting in a Nassau Street shoe store 
at $11 weekly. Soon he became man- 
ager of another store where he re- 
ceived the weekly wage of $18. Within 
a year he was offered a job with a shoe 
jobber at $35 a week, but he chose to 
take 5 per cent commission instead. 

In 1907 he started on a capital of 
$13,000 two retail stores in Brooklyn 
and one in New York City. Adopting 
the name John Ward, these stores grew 
rapidly. The Thom McAn chain 
(starting in 1922), the most successful 
chain of the three, now number 576 
stores. 

He is survived by his widow, Jennie 
MacConell Melville, his son, Ward Mel- 
ville, president of the Melville Shoe 
Corporation and a sister, Mrs. 
Wilfrid Lay. Funera] services were 
held in the Church of Heavenly Rest, 
in New York, and burial was in Green- 
wood Cemetery, Brooklyn. 
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TRADE MARK REGISTERED 
e 


WHAT IS VAN TAN ? 


It is a scientifically tanned 
leather which retains the orig- 
inal hide characteristics of flex- 
ibility, resilience and durability 
to an exceptional degree. 

The Van Tan Innersole is a 
revelation to those accustomed 
to the ordinary, commercial 
leathers in this important part 
of a shoe. 

Manufacturers and retailers 
interested in incorporating 
greater comfort and durability 
in-their shoes should write for 
the facts and samples of this 


except ional innersole. 


e 
VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 











Hofheimer's to Modernize 


RICHMOND, VA.—Plans for a com- 
plete new store front of modern de- 
sign and an interior remodeled and re- 
decorated, to be completed at a cost 
of about $25,000, have been announced 
by Hofheimer’s, 417 East Broad Street, 
retail dealers in women’s and children’s 
shoes. 

Actual construction began recently, 
according to an announcement by Rich- 
ard Hofheimer, vice-president of the 
firm. Air conditioning for the entire 
three floors also will be installed. 

The whole exterior of the store will 
present an entirely different and mod- 
ern appearance, it was stated. Black 
polished Carrara marble, encased in 
bronze grooved strips of modernistic 
design, will predominate. 





Gus Mayer Co. Anniversary 


New ORLEANS, LA.—Gus Mayer Com- 
pany, Ltd., observed its 35th anni- 
versary on Feb. 5. This well-known 
Canal Street store was established in 
1900, operated successfully for 15 years 
when gradual expansion was deemed 
advisable. Today the Gus Mayer Com- 
pany has stores in Memphis, Tenn., and 
Birmingham, Ala., and agencies in 


Houston, Tex., and Shreveport, La. 
Gus Mayer, head of the firm, expressed 
confidence over the future and, re- 
ferring to the days of the depression, 
smilingly explains 
that.” 


“good-bye to all 
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The Air-SteP principle In the manufacture of 
women’s style footwear was introduced less 


Rywows Cr Do.oe Gooner 
Manufacturers e ST. Louis 








The Air-Step process buil c layer into 
the sole, which extends the full width of the shoe. 
It is stitched all around and cannot creep. The shoe 
remains flexible, light, airy- The patented sole brings 
comfort hitherto impossible in style footwear. It in- 


sulates against heat and cold. 
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KUSH-IN-EZE 
HAND TURNED 
FOOTWEAR 
In STOCK 


No. 156 Black 
Kid $2.35 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
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Hosiery Protectors 
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are SEAMLESS 
and SMOOTH 
There 
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SAVES Weap 
we 


why they are the 
outstanding leaders 
in the field. 
ORDER FROM 
YOUR JOBBER 
Manufactured by 
Onondaga Hide & Leather Co., Syracuse,N. Y. 
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Shoe Stretcher 
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The Original 
SHOE SHRINKER 
The Shoe Doctor 
with 
Prepared Fluid 


Shrinks Leather or Fabric 
Shoes Perfectly. Makes 
Sales. Stops Refunds. 
Makes a Perfect Fit to 
Shoes That Slip at the 
Heels or Gap at Sides. 
Simple and Easy to Oper- 
ate. 





® )Guaranteed 
‘\, One Year 





PAT. NO 1990142 * 


$15.00 | 


Do Not Be Misled by Imitations. 
Write for More Information. 


E. C. SMELTZER CO. 
121 E. 51st St., Indianapolis, Ind. 





Shoe Firm Incorporates 


Detroit, MicH.—The Paul Shoe Co., 
Inc., 6519 Chene Street, has merged the 
business into a stock company under 
the style of Paul’s Shoes, Inc., with a 
capital stock of 500 shares no par 
value, book value $10 each, of which 
$5,000 has been paid in. 
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A New Type of Wholesale Selling 





The shoe sample room becomes modernistic. 


Illustration shows new 


salesroom of D. Myers & Son, Baltimore. Another view is shown at 
the bottom of the page. 


THE word radical conveys to some 

minds an impression of fear, and 
to others of progress, but usually it 
stands for progress with perhaps a 
little more than usual rapidity. It is 
this definition that truly states the 
situation presented by the recent move- 
ments of the house of D. Myers & Son 
of Baltimore, Md. They ~-have been 
radical in several directions. To violate 
all traditions, removing a salesroom 
and headquarters of a leading member 
of a city’s business organization from 
the heart of the city’s business district 
into what might almost be called the 
outskirts of that city, especially when 
the salesrooms are constantly active, 
is radical. 

To change the tempo of presentation, 
from that of a strictly utilitarian en- 
vironment to that of an ultra modern, 
but none the less restful salon in such 
a business is radical. To present a line 
of what in the shoe trade is known 
as fast merchandise, in upward of four 
hundred styles, and these in stock, is 
radical, and to seek and find a market 
for this type of merchandise as a non- 
manufacturing house, is radical. Yet 
all of these things have been and are 
being successfully accomplished’ by this 
house. 

To compensate for the removal of 
the sales, executive, and stock rooms 
from the center of the business district 
to the present location, provision has 
been made for the transportation of 


every out of town visitor, enabling him 
to reach the house with even greater 
ease than going from his hotel to the 
previous location. To accomplish the 
nation-wide selling, an adequate selling 
staff gives complete coverage. To sup- 
port them a long line of strictly high 
fashion, moderate price merchandise is 
presented, and to prevent this stock 
becoming unwieldy, constant watchful- 
ness and immediate response to trade 
and style conditions on the part of 
the management is required. 

These are the intangibles. The most 
obvious of these radical developments 
is the equipment of the warehouse and 
salesrooms. One of the two salesrooms 
is illustrated here, but no photograph 
can give the effect of the coloring and 
its harmony running from the highly 
toned linoleum flooring to the delicate 
pastel shades of the walls and ceiling, 
the soft effects of the indirect lighting, 
and decorative insets of doors, sample 
cases and recesses, the bright red 
leather-covered and chromium-framed 
furniture in keeping with the fixtures 
and appointments. 

Outside the sample rooms,’ there is 
equal modernity. In the block-long stock 
rooms, the divisions of merchandise are 
so arranged that selection in making 
up shipments is reduced to the mini- 
mum of lost motion. A loud speaker 
system with speakers located at many 
points enables the office to communicate 
with anyone in the building. 











BOOT AND SHOE RECORDER, March 2, 1935 Page 55 











Want Quicker Sales? 


Then ask your manufacturers— 


featuring— 

Unusually Comfortable 
Rooms, Good Food, Carefully 
Prepared, and Rates from 
$2.50 Single 


In Oleveland iti 
@ The fOLLENDEN 


RADIO IN EVERY ROOM 


bs Oolumbus its 
@ The NEILHOUSE 


Ih Usron iti 
© The MAYFLOWER 
| Ip, Toledo its 
© The NEW SECOR 
© The FLEET WOOD 





if they use 


THE B. B. 
SYSTEM 


of Finishing Upper Leathers in Shoe Factories 


Boston Blacking & Chemical Co. 
Cambridge, Mass. 











“AT YOURSERVICE”’ 
in the Heart of Times 
Square 


Keep your Business 
appointments and social 
engagements in the 
beautiful 

GEORGIAN ROOM 
DINE and DA 
LARRI’S CONTE: 

NENTALS 





Around the corner 
from 69 theatres 





24 flors . . . 706 
charming rooms 
Daily: From Two-Fifty 







Monthly: F Fit (Entertainment to ‘ 

y: From ty a.m. No cover charge) An Exclusive Winter Resort Hotel 
Ask for a For Coeneaite — the 

F mate , 

“COURTESY IDEN- SILVER Cie stalin DeWitt Operated Hotels 


TIFICATION CARD are located in the heart 


of their respective cities 






































Windows for Foot 
Health Week 


[CONTINUED FROM PAGE 34] 


ture corrective types of shoes on a 
broad scale will in many instances wish 
to plan an even more elaborate window 
presentation, possibly playing up Foot 
Health Week in all of their windows 
during the six-day period. 

It may also be deemed advisable to 
carry some advance announcements of 
Foot Health Week in shoe windows be- 
fore Easter, and advertising, of course, 
should appear in the papers from time 
to time so as to build up public interest 
in the event. Promotions of this kind 
depend for their success in a very 
large measure on publicity, and for 
that reason all of the means of pub- 
licity at the disposal of the store should 
be brought into play. Sales will result 
from the cumulative effect of frequent 
reminders telling the public that this is 
the time to give attention to foot health 
needs. The more stores that join in 
the observance of Foot Health Week in 
your community, the better will be the 
results for every store, for the more 
often will the public be reminded of 
the need of feature shoes. 

A preliminary step of vital impor- 
tance for the successful promotion of 
Foot Health Week is to go over your 
stock carefully and make sure that you 
are supplied with the styles and types 
of merchandise you will need. While 


the promotion will center, quite natu- 
rally, on the particular lines of feature 
shoes that each store carries, it is im- 
portant to remember that Foot Health 
Week comes at the peak of the Spring 
selling season, when the public is not 
only foot conscious but style conscious, 
and therefore it is extremely desirable 
to show in Foot Health Week windows 
styles of shoes that are in harmony 
with the season’s needs. 

Feature shoes no longer are confined 
to the ultra-conservative types and pat- 
terns, or to the more strictly staple 
colors and materials. -They are avail- 
able in models which follow closely the 
trend of the season’s patterns. And by 
presenting merchandise that has a style 
and fashion appeal you will broaden 
and multiply the audience that will be 
receptive to your Foot Health Week 
message. That means more potential 
sales of feature shoes during National 
Foot Health Week, and more successful 
and profitable Foot Health Week pro- 
motion. 

Do not make the mistake of believing 
that the possibilities of increased busi- 
ness in April through participation in 
National Foot Health Week are con- 
fined to those stores who make it a 
permanent policy to specialize in ortho- 
pedic footwear. Naturally this is a 
promotion that is made to order for 
stores of this class. But it also has 
real possibilities for every store that 
carries a line of feature shoes, or that 
makes a specialty of proper fitting. And 


this is equally true whether the store 
specializes in men’s, women’s or chil- 
dren’s shoes or is a store of the family 
type, carrying shoes for everybody. 

Having made sure that you are pre- 
pared for Foot Health Week with an 
adequate stock of seasonable merchan- 
dise, in the sizes and widths that will 
enable you to fit all of the customers 
that will come to you, the rest is main- 
ly a matter of promotion. That doesn’t 
necessarily mean spending a huge 
amount of money. It does mean giving 
some thought and preparation to the 
development of your plans, to make 
sure you have a well-balanced program 
of advertising and displays. 

Orthopedic shoe windows often fail 
through being too educational and sci- 
entific in their approach. The number 
of customers who are interested in the 
technical details of foot-fitting and foot 
correction are comparatively few. The 
broad appeal of healthy, vigorous feet 
which will enable men, women and chil- 
dren to participate to the full in the 
activities and enjoyments of life is like- 
ly to prove more effective. And it is 
just as important that the elements of 
balance, color harmony, attention value 
and eye appeal receive consideration in 
windows featuring orthopedic shoes as 
in those devoted to style footwear. Hu- 
man psychology follows the same laws 
and responds to the same influences, 
whether the customer is buying a pair 
of service shoes or footwear intended 
for dress wear. 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles.. nf . 
Intermediates | 
Flexible Hard Soles. re ; | 
Send for In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
Locust St. Danvers, Mass. | 
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Ballet Slippers 
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BALLET SLIPPERS 


Right and Left Lasts. 
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Miss Child. 
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Brown Shoe Co. Wins 
Army Shoe Award 


Boston, Mass.—The Brown Shoe 
Company of St. Louis, on Feb. 21, was 
awarded a contract calling for the man- 
ufacture of 106,656 pairs of army shoes 
to replenish the regular army stock, 
depleted by CCC allotments. The price 
at which the contract was awarded wa® 
$2.46 per pair. Other bids were: 

Joseph M. Herman Shoe Co., of Mil- 
lis, Mass., $2.58; J. T. Wood Co., of 
Ware, Mass., $2.78; and the H. H. 


Brown Company of Worcester, $2.61 
and $2.54 on two different lots, 

The awards were announced from 
the office of Major George Luberoff, 
commanding officer of the Boston quar- 
termaster’s depot. 


John McElaney Retires 
from the Road 


Brockton, Mass.—John McElaney, 
dean of the ccuntry’s high-grade men’s 
shoe salesmen and one of the industry’s 
most popular traveling men, is retiring 
from the road after 34 years of service 
rendered to leading merchants and de- 
partment store buyers as a member of 
the Stacy-Adams Co. 





JOHN McELANEY 


A legion of friends will miss this 
genial personality who, in addition to 
contacting key accounts nationally, has 
also served as secretary-treasurer of 
the Stacy-Adams Co., and in more re- 
cent years has also directed the man- 
agement of this nationally known or- 
ganization, whose increased activities 
now require his full time at the factory. 
His name has been synonymous with 
Stacy-Adams high-grade shoes for so 
many years that his friends will wel- 
come the news that he will make at 
least one trip annually to keep his 
finger on the pulse of high grade foot- 
wear. Aside from his unusual selling 
ability, he possesses an unusual ability 
to create acceptable styles and his 
knowledge of merchandising has been 
of much help to many leading mer- 
chants and buyers. 

The present plans call for rearrange- 
ment of the Stacy-Adams salesmen, 
with William H. Larkin handling the 
West Coast from St. Louis and the 
mid-West territory; Halsey Elwell con- 
tacting New York, Chicago, Philadel- 
phia and inter-cities, and Carl H. Mer- 
row serving Stacy-Adams accounts in 
the South and Southwest territory. 





New Darling Shop 

CoLuMBus, Ga.—The J. B. Shoe Co. 
will open both a women’s and children’s 
shoe department on the fifth and sec- 
ond floors of the new Darling Shop in 
Columbus on March 1. A. M. Baker, 
former shoe buyer with L. Pititz Dry 


Goods Company, will be manager and 
buyer for this department. 
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Conaway in Florida 


New YorkK—Charles W. Conaway, 
president of Shoe Fashion Research, 
Inc., 47 West Thirty-fourth Street, 
New York, left New York Feb. 22 for 
a two weeks’ business and vacation trip 
in Palm Beach, Filia. Mr. Conaway re- 
ports that there will be a window dis- 
play of the Sta-Shu-Styl, which is an 
innovation of Shoe Fashion Research, 
Inc., in the style service field, at the 
store of J. & J. Slater, Madison Ave- 
nue, New York, beginning March 1. 
Sta-Shu-Styl will portray in sculpture, 
the newest shoes for Spring carried 
by the J. & J. Slater store. 





Shoemen Hear About 
Radio Telephone 


Boston, Mass.—What happens when 
New York talks by radio telephone to 
London, or Melbourne or Tokio, was 
pictured before an enthusiastic dinner 
meeting of the Boston Boot and Shoe 
Club, held Feb. 20 at the Hotel Statler 
in this city. It was the 276th dinner 
of the organization, made noteworthy 
by the presence of the club’s new sec- 
retary, James H. Stone, who has just 
been made secretary, also, of the New 
England Shoe and Leather Associa- 
tion. 

The speaker of the evening, who was 
well equipped with stereopticon slides 
and motion picture film, was Thomas 
Cooper, Jr., Engineer of Transmission 
and Protection of the New England 
Telephone and Telegraph Company 
Birthday greetings were extended to 
Everett T. Packard, who has just cele- 
brated his 80th birthday; and to 
Charles C. Hoyt, who celebrated his a 
few days after the meeting. Flowers 
were sent by the club to their respec- 
tive wives. 


Tibbott Made Whittemore 


Manager 


BostoN—David W. Tibbott, recently 
with the Boston office of the Curtis 
Publishing Company, representing the 
Saturday Evening Post, and previously 
for many years with the Boston Globe, 
has become general manager of Whitte- 
more Bros. Corp., Cambridge, Mass., 
manufacturers of shoe polishes. 

The ownership and control of the 
company remains in the hands of the 
same Whittemore family which started 
the business nearly one hundred years 
ago. 

John Challis, at the Whittemore helm 
for the past eight years, has relin- 
quished the active managership to Mr. 
Tibbott ‘because of ill health, but he 
will retain the treasurership. 

Earl F. Block will continue as sales 
manager. 








Murphy Made Assistant 


PuitapetpuiA, Pa.—G. C. (Gerry) 
Murphy has been appointed assistant 


buyer of the Subway Shoe Department 
at Gimbel Brothers, Philadelphia. 
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o-pads 


Wholesale 
$2.00 doz. 





Wholesale 
$2.80 doz. 
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_ This IS NEWS! 


Having scored a signal success with our New De Luxe Dr. Scholl’s 
Zino-pads and Moleskin Dr. Scholl’s Zino-pads at 35c, and recognizing 
that a certain demand also exists for a remedy of this type at a lower 
price, we are meeting that demand by marketing our STANDARD 
WHITE Dr. Scholl’s Zino-pads at 25¢. For 20 years this remedy has 
been the largest seller in the world—always at 35c. Now with THREE 
KINDS to offer—the New De Luxe, flesh color at 35c, Moleskin at 
35cand the STANDARD WHITE at 25c—your sales of Dr. Scholl's 
Zino-pads are bound to grow! Greatest value ever known! 

ORDER AT ONCE to meet the immediate demand that our big 
advertising campaign will produce for these popular 35c and 25c 
items. Byall Sag, 16 oper Remember, the STANDARD WHITE 
Dr. Scholl's Zino-pads to retail at 25c, now wholesale at $2.00 doz. 
Don’t send users to some other store—STOCK UP NOW! 


FAVORED THE SCHOLL MFG. CO., INC. 
Makers of Dr. Scholl’s FOOT COMFORT Appliances and Remedies 


B Y mM f. | Y 213 West Schiller St., Chicago 62 West 14th St., New York City 
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Nebraska Shoe Retailers 


[CONTINUED FROM PAGE 50] 


one merchant can have enough ideas 
of his own to keep his store up to the 
standard that competition demands. 

Thirty-four nationally known lines 
were on display at the convention and 
salesmen were well pleased at the num- 
ber of retailers who were present to 
look them over. 

At the business meeting, Paul Ker- 
nan, Hasting, Neb., who was vice-presi- 
dent last year, was elected president, 
and Ferd Anderson of Wahoo, vice- 
president. 
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To Make Nation Shoe Minded 


(CONTINUED FROM PAGE 26] 


us are complaining of some form of 
foot ailment. Nor are the lower ex- 
tremities alone affected. Many serious 
bodily disorders have been traced to 
defects in the feet. Incorrect posture or 
improper mode of walking bring about 
changes elsewhere in the body. 

Flat feet, sunken arches, weak, pain- 
ful feet, painful heels, foot inflamma- 
tion, and other technical troubles are 
all caused by abuse of the feet. 

Nor do these remain local in their 
effects. They are often indications of 
more serious trouble which may be de- 
veloping in the body, that may often 
seem remote from foot causes. 

Spinal and bodily misalignment, pro- 
ducing disorganized functional coordi- 
nation of the muscles of the body, 
changes in the blood, and severe physi- 
cal disturbances, manifesting them- 
selves in general neuralgia, rheuma- 
tism, sciatica, arthritis and other seri- 
ous ailments, are caused by pressure 
due to improper shoes. 

How wise then to have your feet 
examined—te be sure you are wearing 
the proper shoes, correctly fitted. Con- 
sult your physician or podiatrist, or a 
competent shoe man. 

It’s an old saying, but a good one, 
that “an ounce of prevention is worth 
a pound of cure.” 


* * *& 


ATHLETIC AGE DEMANDS 
MORE FOOT FREEDOM 


Health-Giving Benefits of Sports De- 
pend Much on Correct Footwear 


The arrival of Spring, with its in- 
vitation to everyone to get out and en- 
joy many different health-giving sports, 
emphasizes again the need of giving 
more attention to our feet and the 
shoes that encase them, Sports of every 
sort demand muscular freedom—even 
to our feet. 

Our bodies are balanced on our feet 
—they must be balanced on the areas 
of balance provided by nature in each 
foot if we would have poise, grace, skill 
and stamina, and enjoy our days out- 
doors. 

Yes, the same thing is true if we 
would be comfortable at work, and 
have the pep and energy to get out and 
play when work is done. 

We must have shoes that fit properly 
and give correct support. We must 
abandon shoes that pinch or bind, or 
let our feet sag, or throw our bodies 
out of alignment—resulting in. unnatu- 
ral, distorted posture. 

The muscles of the feet and legs 
cannot function normally and properly 
when shoes do not fit correctly. Nature 
tries to overcome improper shoes, of 
course, but we cannot be up to par 
when handicapped by the physical and 
mental handicaps caused by improper 
footwear. 


Today correct shoes, skilled fitting, 
and the sound advice of competent shoe 
men, podiatrists and physicians make 
it unnecessary to wear shoes that lessen 
our enjoyment and skill at sports. 

By all means consult them—be sure 
your shoes are right. Then you will 
reap the health-giving benefits of 


Spring and Summer sports. 


* * * 


WALK THOSE EXTRA 
POUNDS AWAY 


Correct shoes, properly fitted, are one 
of the finest “reducers” that anyone 
who is overweight can have—because 
when our feet are comfortable, we 
WALK, we enjoy exercise. 

When wrong shoes develop foot con- 
ditions that cause discomfort and pain, 
one avoids walking, and even standing 
any more than is absolutely necessary. 

A normal appetite anticipates the 
burning up of a goodly portion of that 
“fuel” through exercise. When exer- 
cise is avoided, the fuel goes to fat. 

Fortunately, today more people are 
being fussier about their feet. Equally 
fortunate, that there are shoes today 
that will protect and correct your feet, 
when properly fitted by those who are 
trained to know feet and shoes. 

Minor troubles can be corrected and 
chronic conditions benefited. 





Selling-Direct Complaint Before 
Federal Trade Commission 
WASHINGTON, D. C.—Charged with 


representation that he sells shoes di- 
rect from the factory when, as a matter 
of fact, his business includes that of 
retailing from a store, Charles Bron- 
son, 710 West Lake Street, Minneapolis, 
Minn., has been ordered to respond to 
a complaint issued by the Federal 
Trade Commission. 

Bronson makes sales through travel- 
ing representatives and through the 
mails upon the representation (atcord- 
ing to the commission) that he does 
not operate a retail store, and there- 
fore saves the purchasers a middle- 
man’s profit. 

These assertions, it is claimed, tend 
to deceive consumers regarding the 
character, origin and cost of the shoes 
and to unfairly divert business from 
competitors, 

The respondent purchases his shoes 
from Rohn Shoe Manufacturing Com- 
pany of Milwaukee, in which he is 
owner of more than one-half the com- 
mon stock. The Commission declares: 
“The Rohn company has continued to 
take a manufacturer’s profit in con- 
nection with its sales to respondent and 
respondent has continued to make his 
profit on shoes sold by him through his 
salesmen or canvassers, or the mails, 
to consumers in various states.” 








BOOT AND SHOE RECORDER, March 2. 1935 Page 59 








THE RISING FASHION. 


is reflected in the modish 


7-eyelet oxford. 


Shoes of this design require 
eyelets... They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 
they are smooth fitting and 
there is no roughness on the 
inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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IN PHILADELPHIA 





The Bellevue levels distances 
to theatres— shops—and social 
and business schedules ... 
And when you come, Dinner 
and Supper Dancing in the Club 
Stratford in the Palm Room, of 
course, and perhaps appoint- 
ments to be kept in the Cocktail 
Room, or in the Mandarin Grill. 


| 
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BELLEVUE STRATFORD 














i CLAUDE H. BENNETT, General Manager 








(JUST OFF MICHIGAN AVENUE) 


Andrew C. Weisburg 


President 
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Discontinue Thirty Day Trial Offer 


NEw YorK—Following the appear- 
ance of an advertisement in the New 
York dailies, stating: 

“McCREERY’S and the MAKERS 
of Arch Preserver shoes make you a 
30-day trial offer. ...If within 30 
days from the date you buy them you 
don’t find them absolutely comfortable, 
bring-them back to us. . . . That’s just 
how confident we are in the marvelous 
fitting qualities of these popular fash- 
ion-right comfort shoes.” 
protest was made by the National Shoe 
Retailers Association and the New 
York Shoe Manufacturers Board of 
Trade that such a practice was not in 
line with good merchandising policy 
when the industry at large was en- 
deavoring to reduce returns, adjust- 
ments, claims, etc. 

Neil Petree, president of James Mc- 
Creery & Co. of New York, upon re- 
ceiving the N.S.R.A. protest, wrote: 


“Frankly we have not considered 
this subject to be as important as you 
and your organizations have made it 
out to be and we had no thought that 
we were setting any precedent. Al- 
though our sales of Arch Preserver 
shoes during the past week have in- 
creased tremendously, there has been a 
very slight customer interest in the 30- 
day plan. 

“We have therefore concluded to dis- 


continue advertising the 30-day trial 
offer in any subsequent advertise- 
ments.” 

It is understood that the 30-day trial 
offer, if it has been promoted in other 
cities, will also be discontinued. 

No article of wearing apparel suffers 
the losses that footwear does through 
returns, exchanges and adjustments. 
United effort is being made by retailers 
everywhere to declare shoes “non- 
returnable.” Other industries have 
checked the flow of returns and it is 
about time that shoes were also brought 
into line with this better merchandis- 
ing practice. 

The series of articles: “If She Wears 
Them, She Should Keep Them” have 
already materially stiffened the back- 
bone of merchants — so that the de- 
cision of Neil Petree and the Selby 
Shoe Company to discontinue the pro- 
motion of a 30-day trial offer is a step 
in the right direction. 





About Sales 


CHICAGO, ILL.—With the sale season 
in full swing in Chicago, it is refresh- 
ing to drop into an important insti- 
tution which does not believe in, nor 
practice the holding of cut-price sales 


merely for the purpose of moving extra 
volumes of merchandise. 

The Lane Bryant shoe department 
on State Street, in the heart of the 
special sale district, says Manager Mil- 
ton D. Marnitz, never accumulates 
special sale stock for the purpose of 


conducting attractive low-rate sales. 
‘He has discovered over a period of 


years that customers come to expect 
the same price range when they come 
back for more. 

Instead of the usual sale, Mr. Mar- 
nitz holds twice a year in the basement 
store a real clearance or reduction sale 
all at one standard price, $4.88, and 
makes it plain that it is actually clear- 
ance merchandise with no ifs or ands 
thrown in for good measure. 





Wisconsin Travelers 
Install Officers 


MILWAUKEE—At a regular meeting 
of the Wisconsin Shoe Travelers Asso- 
ciation, held at the Plankinton Hotel, 
the following officers were installed for 
1935 by National President, L. L. Imig: 

President, G. Fred Burroughs; 1st 
vice-president, Paul A. Becker; 2nd 
vice-president, William J. Kappel; 
secretary-treasurer, Fred E. Schmidt. 

Board of Governors: William Mc- 
Manis, chairman; C. W. Johnson, J. W. 
Leuenberger, R. A. Kuehne, Edward P. 
Schmidt, F. L. Swanson. 











































































Mountain Sport Shoes 


Los ANGELES, CAL.—Tyler R. Van 
Degrift, proprietor of the Van Degrift 
Shoe Company, a company that re- 
cently established a shoe store at 607 
West Seventh Street in addition to the 
one at 732 S. Hill Street, is experi- 
encing a big demand for mountain 
sport shoes this year, especially for 
ski shoes. The store has always been 
known for shoes of this character in 
addition to its carefully selected stocks 
of large size shoes. 

Mr. Van Degrift himself has built 
this demand largely through a broad 
acquaintance with mountain club activi- 
ties and through active participation 
in such activities himself. As a mem- 
ber of the Sierra Mountaineer Club and 
the Lake Arrowhead Ski Club he has 
a host of acquaintances all over south- 
ern California interested in such sports. 
He believes the time and money are 
very well spent for he not only has 
the fun of these keen sports but also 
gets the patronage of the sportsmen 
and they stay by him. 

In the matter of large size shoes for 
men Mr. Van Degrift has made a care- 
ful study of manufacturing companies 
all over America and has equipped 
himself to give real service. As a re- 
sult he has customers all over the 
United States who would not think of 
buying from anyone else. 

With the new store in a very choice 
location, directly across from the J. W. 
Robinson Company department store, 
Mr. Van Degrift looks for a big in- 
crease in his Nettleton department for 
men .and his Arch-Aid department for 
women. 


Effective Holiday Windows 


GREENSBORO, N. C. — Two striking 
window displays used by Merit Shoe 
Company, Inc., of Greensboro, for 
Valentine Day and Washington’s Birth- 
day, attracted wide attention and re- 
sulted in many favorable comments. 
The Valentine Day background was 
arranged with bright red hearts in 
diagonal lines and a huge heart in 
the center bearing the slogan “Merit’s 
Leads in Value.” 

The Washington’s Birthday window 
had a large picture of the First Presi- 
den: in the center with stars forming 
a decorative border. Charles Garrett, 
manager, believes that good window 
displays form one of the most impor- 
tant ways of stimulating business. 





For Uniform Price Code 


LINCOLN, NeEs.—A bill has been in- 
troduced into the Nebraska Legislature 
which would provide Nebraska with a 
new non-discrimination price code. The 
proposal would outlaw price differen- 
tials between different cities or sections 
of the state based on anything beside 
cost of transportation, quality and 
other ordinary factors. The bill in- 
cludes all retail commodities except 
fresh fruit and vegetables. 
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New Factory in Operation 


DAYTON, OHIO — The Xenia Shoe 
Company at Xenia, Ohio, has begun 
operations in its new plant at 812 West 
Second Street, formerly occupied as a 
stemmery by the American Cigar Com- 
pany. 

The company is making moderately 
priced women’s shoes, and Carl P. 
Eashburn, plant superintendent, ex- 
pects peak production to be reached by 
March 1. 


A New Sports Shoe 





Here is a new shoe based on last sea- 
son’s very popular sport shoe of the 
jai alai type, which sold in great 
volume. 

This shoe is made of a soft, white, 
suede-like material called Bux which 
can be washed with soap and water. 
The sole is of vulcanized crepe and, be- 
ing practically flat, the shoe is suitable 
for all sports wear. 

The most important improvement, 
says the manufacturer, is in the con- 
struction which overcomes the objec- 
tion frequently met last season in cer- 
tain types, namely that they were too 
hot. 

The shoe above has a perforated and 
ventilated vamp and quarter with a 
fabric quarter lining which improves 
the circulation of air. It is claimed the 
lower foxin? construction is an impor- 
tant factor in promoting coolness. 

This shoe is being distributed by two 
of the larger rubber manufacturers. 


Sells Whites in March 


CuicaGo, Inut.—The increase of a 
hundred per cent last year over the 
previous year in the sales volume of 
women’s white oxfords is being main- 
tained this year even during the mid- 
Winter season, says Milton D. Marnitz, 
manager of Lane Bryant shoe depart- 
ment. 

The increase at Lane Bryant’s is 
more than usual, as Mr. Marnitz has 
adopted the policy of starting the sale 
of whites at the beginning of March. 
Promptly at that time his telephone 
sales girl starts calling last season’s 
customers and reminds them that they 
now have the opportunity .to select 
their white shoes before the general 
rush of warm weather buying, while 
the stock is fresh and not picked over 
and more or less soiled from handling 
and many try-ons. Mr. Marnitz says 
this campaign invariably results in 
capacity sales long before the actual 
season has started. 

The Lane Bryant white shoes are 
made on the same lasts, and come in 
the same general styles and size ranges 
as the general stock. The prices in 
the main first floor salon start at $8.75, 
and in the basement, which Mr. Mar- 
nitz conducts along the lines of a sec- 
ond floor department by the way, the 
price starts at $5.45. 

White shoes at Lane Bryant’s are 
bought early in February, and pro- 
visions immediately made for their 
early display. 














WHEN You GET To NEW YORK 











from the station to the 


RUSH gayety, luxury and ex- 


pert service only a NEW Hotel 
can give you—yet, you pay no more. 


»« 


The GOVERNOR CLINTON is near 
shopping districts, theatres, Wall Street, 
Churches and every important point of 
interest. 


Four fine restaurants provide a pleas- 
ing variety—Food of supreme excellence 
prepared by skilled chefs. 


The delightful Cocktail Terrace, over- 
looking the Lobby, is a grand spot for 
your favorite drink. 


Diance at Dinner or Supper:..in the 
smart new Balloon Room...AnthonyTrini’s 
music—one of New York's best dance 
orchestras, 


»« 


1200 Bedrooms, 


tastefully furnished, 
immaculately clean; 
each with outside ex- 
posure, bath, servidor, 
radio, circulating 
chilled drinking water. 


C. W. Ramsey. Jr. 


wea nage ¥ 


HOTEL 

















GOVERNOR 





7th AVENUE - 
at 31st STREET 


B & O Buses Stop at Door 
Opp. Pennsylvania Station 
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CLAWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. . os 








SALESMEN WANTED 


POSITION WANTED 


FOR SALE 





WANTED —Salesmen to carry as side line— 
7% commission—twenty patterns in women’s 
welt steel arch shoes made with long leather 
counters retailing at $4.00. Carried in stock AA 
to EEE. Territories open, Pennsylvania, Con- 
necticut, New York, New jerees. Maryland. 
Address E-167, care Boot Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


SALESMAN wanted for Maine, New Hamp- 
shire and Vermont. Commission and draw- 
ing. References, age, etc., must accompany 
first letter. Address E-164, care Boot & Shoe 
a ei 239 West 39th Street, New York, 








SALESMAN 


wanted by a manufacturer of Misses’ and 
Children’s all leather stitchdowns, to retail 
at one dollar. 

Volume proposition. Short Line, only twelve 
styles in stock. Straight commission. New 
England Territory open. 

Address E-175, care Boot & Shoe Recorder 

140 Federal St., Boston, Mass. 








D2 YOU NEED BUYER OR MANAGER? 
Here is live wire offering experience of 21 
years as Buyer and Manager in several highly 
successful departments. Recently owned Shoe 
Department doing upwards of Fifty Thousand 
Dollars yearly in large New England Store. 
Seeking opportunity build volume department 
or buy on manage store with future. Address 
E-177, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





M ANAGER and buyer, thoroughly experienced 
with good background—seeks retail con- 
nection with reliable concern. Address E-176. 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





ACONNECTION is desired by a young crea- 
tive man with nine years’ successful whole- 
sale and retail shoe experience. Would make 
a result producing representative, or could re- 
lieve a busy executive of many responsibilities 
and prove an able assistant. Address Alfred 
Kline, 6121 Carpenter St., Phila., Pa. 








ANTED, salesman, aggressive, experienced. 

Must have following to sell quality line of 
Rochester Made Infants’, Children’s and Misses’ 
Welts. In stock proposition, commission basis. 
Territory available, Illinois, Indiana, Michigan, 
Ohio and Penna. Give references in complete 
detail. Address E-173, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





WE have two good paying lines for shoe sales- 
men who have ample time to give to a side- 
line. Applicants must give complete informa- 
tion as to the territory covered and line 
represented. Address E-174, care Boot & Shoe 
“pal 239 West 39th Street, New York, 





ALESMEN wanted for Virginia, West Vir- 
ginia—North and South Carolina—Florida 
and Georgia—Mississippi and Alabama—Ten- 
nessee and Kentucky—Northwestern States— 
California, Arizona and New Mexico—New 
York State and Eastern Pennsylvania—In- 
terested only in producers. Give references 
first letter. High commission proposition. Men’s 
ventilated oxfords and Romeos, and children’s 
stitchdowns. Act quick. Season now on. Ad- 
dress E-178, care Boot & Shoe Recorder, 140 
Federal St., Boston, Mass. 


WE WANT 6 good energetic Salesmen that 
WANT to make money, all states open, give 
full details. We sell only jobs, close outs at 
prices that will enable every shoe merchant to 
sell our shoes at: wholesale price with a_good 
profit. Wonderful opportunity. Address E-179. 
care Boot & Shoe Recorder, 239 W. 39th Street. 
New York, N. Y. 








XPERT shoe fitter and salesman desires 

connection in men’s department. Formerly 
with Volk Bros. Co., Dallas, Texas, in men’s 
department for 9 years. Graduate shoe fitter 
from E. T. Wright & Co. Arch-Preserver 
School. Al references as to business ability 
and honesty—John J. Skally, 803 Church St., 
Mobile, Ala. 








HOTELS 











PART interest in old established shoe manu- 

facturing concern, located in eastern _Penn- 
sylvania, making pre-welts, for sale. Experi- 
enced salesman preferred. Address E-172, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








ACCOUNTING SERVICE 








Accountant, 


will do bookkeeping for small 
firms at $5.00 per month. Ad- 
dress E-158, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 

















BUSINESS OPPORTUNITY 








YOU CAN HAVD A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Eazy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no ency 
or soliciting. Established 18$4. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 
BOOST PUMP SALES 


New Spring 
Leather Bows; 
whites, colors 
1.00 doz. prs. 
one ry all 
eolor combina- 
No. 3214 tons. asain 
$1.80 doz. prs. 
Assorted Doz. Prs., Gross Lots or Samples on request. 
Immediate Delivery 
BOSTON SHOE FINDINGS CO. 
140 LINCOLN 8T., BOSTON, MASS. 
Complete line of shoe store supplies. 




















Wh 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
en a box number is desired twelve words should be added for the address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seq 





In all other cases each word of the 


Minimum charge $1.25. 
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TO LET 


MERCHANTS’ NEEDS 





DISPLAY SERVICE 








TO LET 


SAMPLE AND STOCK 
SPACE 


STORE FLOOR 


116 Duane Street 
NEW YORK CITY 


FORMERLY OCCUPIED 
BY THE CONCORD SHOE CO. 


CALL LEBOVITZ 
Telephone Worth 2-6564 











DISPLAY ©® 
IXTURES 


Again SEGALL & SONS Take 
the Lead by Presenting Display 
Equipmenf in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 















WANTED TO PURCHASE 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
Ne Quantity Too Large or Too Smali 


MAX KALTER & CO., INC. 
Phone Canal 6-4371 
691 BROADWAY NEW YORK CIT} 








CASH FOR BRANDED SHOES 
RETAIL pi FACTORY STOCKS 


References: I. iller, Nunn-Bush, ote. Beck. 
Saks—5th fe... Melville, Bostonian, ete 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus of entire om of echoes 
from manufacturers, jobbers er retailers 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








WE BUY 
lus Wholesale and Retail 
randed Shoes such as 


Entire or Su 
Stocks. Also 


Walk-Over, Florsheim, Enna-Jettick, Vital 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Chu 


rch 
Phone Barclay 7-7887 New York City 

















Active Children's Department 


OKLAHOMA City, OKLA.—One of the 
most active shoe departments in the 
State is the one in the basement of 
the Nissen Shoe Co. Panel pictures on 
the wall and a swing in the back serve 
to keep the children amused, while an 
X-ray machine insures their being 
fitted properly. Some 4000 pairs of 
children’s shoes are carried, so that 
every child is sure to have the right 
size and the right type of shoe. Re- 
cently a “Campus Corner” was added 
which allows older children to be fitted 
in an atmosphere more to their liking. 


Blue Kids and Fabrics 


CoLuMBus, OH1I0—That blue in both 
kids and fabrics are attracting the bulk 
of the attenton of customers at this 
time is the statement of S. G. Johnson 
of the shoe section of the Fashion. He 
declared that blue for sports wear, 
afternoon purposes, for street and pos- 
sibly for semi-formal wear, is gaining 
rapidly until he believes that within a 
short time blues will sell to 40 per cent 
of the total yolume. 
will trail, something that has not oc- 
curred for many seasons. 

Mr. Johnson also declared that mass 
stitchings in fabric shoes are to be very 
important, and early showings are fea- 
turing this type of street and after- 
noon shoes with considerable success. 

He also reports a growing demand 
for lower heels, except in the strictly 
formal types of shoes and high-style 
models. Whereas the former 18 to 20 
eighths were popular for street shoes, 
now the most frequent calls are re- 
ceived for 17 and 18 eighths and very 
few for 20 eighths. 

Combinations and two-tone effects 
are being shown to a limited extent and 
are receiving quite a good deal of at- 
tention. Patent in black, brown and 
blue are being used as trimming fea- 
tures more and more. These trimming 
features are noted both in leather and 
fabric types. 

Blue swirls are taking the place of 
tree barks, and in fact black and brown 
swirls are also gaining in popularity. 
Ties are still the best feature and will 
go through the Spring season as the 
leader, Mr. Johnson declares. Sandals 
will also be good, while the one-eyelet 
pump and the so-called “trim” pump 
will also be shown to a large extent. 

For sports wear Mr. Johnson be- 
lieves that all-whites will prove a more 
important feature than in many past 
seasons. This is true for both active 
and spectator types. The former popu- 
lar sports models of white and brown 
will gradually give away to the all- 
white, which brings into the picture a 
trend toward dressier types. Black and 
white combinations are not expected 
to have much vogue. Early types of 





brown or blues with white heels and 


Black and brown | 

















OMPL CHAI 
FOR cRDIVIDUAL se 





Yor 
oP ‘trade exclusively: 


possibly white side trimmings or vamps 
will gradually give way to all-whites as 
the season advances. 


Edison Brothers Sales 


Sr. Louis—Report of the sales of 
Edison Brothers Stores, Inc., for the 
calendar year of 1934, showed the fol- 
lowing totals, as compared with sales 
for the year of 1933: 

Sales, 1934, $14,125,539.19; 1933, 
$10,642,991.31; increase, $3,482,647.88 ; 
per cent, 32.72. 

Stores in operation, 1934, 85; 
75; increase, 10. 


1933, 





Santa Anita Acclaimed 


Los ANGELES, CAL.—Christening a 
leading spectator shoe with the name 
of the big new Santa Anita race track 
near Los Angeles, Ted Huggins, buyer 
for the new Huggins’ store at 3051 
Wilshire Boulevard, is finding the de- 
mand keen for this particular num- 
ber, a classic design in tan and white 
and in blue and white, the body of the 
shoe in white buck and the foxing tip 
and stay in colored calf. The shoe 
looks sturdy, it has a short vamp and 
a relatively high heel, the type of shoe 
which “flatters” the foot and yet serves 
practical purposes. The “Belmont,” 
another number popular among race 
track visitors, has a heavy sport sole, 
all-leather heel and is very heavily 
trimmed with clay tan. This number 
is a four-eyelet oxford. 
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© Our Advertisers 
In This Issue 





Nosh ap 


\/ ith the growing. interest in men's 
shoe styles and the prospect for 


improvement in men's shoe business, 
retailers should know what new de- 
velopments if men's apparel! «are 
likely to influence footwear selections 
in the coming summer and fall seasons. 
Next week we present some’ of the 
conclusions that ¢ame Sut of. the 
recent merchant: tailors’ 
and which seem destined to affect 


future styling’ in the men’s branch of 


the industry. 


Ruth Harrington reveals some new 


angles of the women’s fashion story 
for Summer, and Harry Terhune, 
RECORDER Field Editor, gives an 
unusually interesting account of his 
recent visit to Dallas, where the mer- 
chants of Texas and Oklahoma met 
in convention and.where live local 
retailers present’ the newest.¢tylesM#o> 
a discriminating gublic as quickly as 
they appear trac edifashion 
centers of the East. ere will also 
be an abundance of timely and prac- 
tical merchandising material in ‘this 
issue. 





Spring Shoes in Demand 


CLEVELAND, OHI0O—One of the first 
showings of Spring shoég: in Cleveland 
was promoted by the Stone Shoe Co. 
in January. At that time both. window 
displays and mewspaper “advertising 
featured stremihident stitching in black 
and brown >kid. first ad appeared ~ 
in the Sunday issue of the Clevéland © 
Plain Dealer,.-and<on thé following 
Monday 48 pairs of these shoes “were 
sold, according test. Harold Roberts, 
manager. 

Mr. Roberts advises that. pret had 
one of the best. élean-ups of “Pall and © 
Winter shoes they have. ever* -experi- 
enced, resulting in a me¢erd low inven- 
tory. As a consequence they were able. 
to start the early Spring promotion. 
January sales were wellyahead of the 
same month of 1933. al 

Mr. Roberts is a little more conserva- 
tive than some in his prediction of blue 
sales this February and .March. © He 
believes that blue and black will run 
about 35 per cent each, with brown 
about 30 per cent. There have been 
some inquiries for gray, he says, during 


the last 10 days. 


Ry COLT-CROMWELL 
* CONNELL, J. M., SHOE CO., So. Braintree, Mass 


convention... 
‘ HOGE-MONTGOMERY CO., 


~ DE WITE OPER 
HOTEL BELLEVU 
“HOTEL GOVERN 


BOOTS AND SHOES 
AIR-O-PEDIC SH 


. BROOKS SHOE 


BROWN SHOE 
CINDERELLA SH | 
CLAPP, EDWIN, &:SONS, INC., E. Weymouth, Mass 


., New York City 


CONSOLIDATED "SLIPPER CORP., Bombay, N, Y.....: (Steg cyt Se a 29 
EVANS' SON, L..B4 Wakefield, Mass 52 


+FRENCH, SHRINER & URNER MFG. CO., Boston, Mass 


“GOODRICH, B. F.p ear Div., Watertown, Mass 

INC., Frankfort, Kitabatatee ss cee cee 

JUSTIN, H. J., & Ne INC., Fort Worth, Tex 

. MeCONNELL ‘CASIN CO., Auburn, Me.. 

MINOR, P. W., & SON, INC., Batavia, N.Y 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 

MUSEBECK SHOE CO., Danville, Ill. eae 

ROBERTS, JOHNSON: & RAND, St. Louis, Mo. 

ROHN SHOE MFG. CO., Milwaukee, Wis.. 

TEEPLE SHOE CO., Waupun, Wis 

UNITED STATES RUBBER CO., New York City 

VAUGHAN-TOWLE -CO., Wakefield, Mass.. Sie eee 
“LEATHER AND OTHER MATERIALS. 

ALLIED KID, Quaker City, Philadelphia, Pa 

EVANS, JOHN R., O., Camden, N. J 

FRED RUEPING U HER CO., Fond Du 

INTERNATIONAL GUILD, New York ¢ 

LEVOR, G., & CO., 

LIMA CORD” & 

NORTHWESTER 

RICHARD ‘YOUN 


VAN TASSEL LEATHER CO., Boston, Mass 
ZIEGEL-EISMAN ©O., Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BOSTON BLACKING & CHEMICAL CO., Cambridge, Mass 

BOSTON SHOE FINDINGS CO., Boston, Mass 

JENKINS, GEORGE ©., CO., Bridgewater, Mass............ 0... ccc cee cee cee tence 
LITTLEWAY PROCESS COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass 


SHOE ACCESSORIES 


ONONDAGA HIDE & LEATHER CO., Syracuse, N. Y..... 
SCHOLL MFG. CO. Chicago, 

SIMPLEX SHOE TREE CO., Chicago, Ill. 

WIZARD COMPANY, St. Louis, Mo 


STORE EQUIPMENT 
FLEISCHMAN ART; INC., New York City. . 
PITTSBURGH PLATE: GLASS Co., Pittsburth, Pa. 
SEGALL & SONS, Philadelphia, Pa 


MISCELLANEOUS 
BARIS SHOE C i 


ps 
ATFORD, "Philadelphia, 

"CLINTON, New York City 

HOTEL HARRISON, Chicago, III 

HOTEL LENNOX, sSt. Louis, Mo 

HOTEL MARTINIQUE, New York City 

HOTEL PICCADILEY;#"New York City 

HOTEL SHERMAN} Chicago, (iiibidiet Norm... 2... eee ee 47 

HOTEL VENDIG, Philadelphia, Pa 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER co., INC., Pe RE i ns bie airkerd. delineate 

MARBRIDGE BUILDING, New York City 

MAX KALTER & CO., INC., New York City 

STEPHENSON LABORATORY, Boston, Mass 

WILMARK SERVICE SYSTEM, 








